









Visions of loveliness that arouse a 


picture of enchantment in 






the imagination of today’s fashion- 







conscious women... Korrect-Way 


Figures present exciting possibilities 







for versatile application. 






Truly triumphs in artistic design, 







they provide the ultimate in 





praticability, yet emphasize a natural 


beauty that is found 







only in these inspired creations. 


Convince yourself of the exclusive features 
of these LOW-COST KORRECT-WAY Manne- 


quins by contacting your nearest distributor... 
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KORRECT-WAY BY MANNEQUINS 


Division of American Fixture & Mfg. Co. « St. Louis 


ATLANTA—Melvin S. Roos * BALTIMORE—Williams Corp. * BOSTON— Eastern Displays, Inc. * BUFFALO—Samuvel C. Dutch & Son * . 
CINCINNATI — General Display Corp. * CHICAGO—Hecht Fixture Co. * CLEVELAND—Pribil Display & Supply Co. * DALLAS (Hotel South- \ 
>, 









land) —Mr. Sid. Bartley * DENVER—Walter W. Martin * DETROIT—The Art Products Co. * KANSAS CITY—National Equipment Corp. * 
LOS ANGELES —Grossman & Silvers, Inc., * MINNEAPOLIS—L. E. Hier Display Equipment Co. * PHILADELPHIA—Naythons Display Fixture 
* PITTSBURGH—DeWeese Display Equip. Co. * SAN FRANCISCO— Kehoe Display Fixture Co. * SEATTLE—Chas. T. Boyd, Display Equip- 
ment Center * ST. LOUIS— Midwest Display Equip. Corp. * MONTREAL— Miller's Display Fixture Reg'd. f | 
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Cool Summer Preshvets 


EXQUISITE COLORINGS ... BEAUTIFUL INEXPENSIVE COMURAS 
IN STOCK...IMMEDIATE DELIVERY 


Comuras are beautiful de- 


»n processed in full, 


halftone, oil colors on flex- 


They will bring a 


hing, cool atmosphere to 


Summer Furniture, 

and Swim Syit de- 

ts. Cut to size... mount 
y background. Adaptable 
treatments, illustrated 
few simple suggestions 


e in windows and 


so oe 4 


NY ,0t:10) et a 0) 
ING DESIGN, 5 Colors, Size 
15”x90" __ _Ea. $3.00 


SM-802 ‘‘REFRESHING" 
BIRCH TREE DESIGN. 
10 Colors, Size 30°x90". 
ion aad $4.75 
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? “PALM LEAF"' DESIGN, 8 Colors, Size 15°x90" 








SEE OUR NEW FALL AND CHRISTMAS LINES 
CHICAGO MARKET WEEK, JUNE 21-23 ... NEW YORK MARKET WEEK, JUNE 26-28 
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The Peace To Come 


Trade Personalities 











THE COVER 


The cover this month shows a display by Roy 
Bianchi, Goldblatt Brothers, State street, Chicago 


OUR NEXT ISSUE 


An unusual variety of outstanding articles 


Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others. See 
that it reaches other executives of your organi- of DISPLAY WORLD of special interest and Against a sun-drenched California background of 


and other features will make the June issue 


es cocoanut palms was a gigantic guitar, complete wit 
value, in addition to the regular agenda of long fretted finger-board and six strings. The back 


Bingham, Gehring, De Sault, Brinker, and ground was a soft gray-orchid shade as a foil for the 
the three reports from Los Angeles, New gay sportswear. The entire setting was placed 
York City, and Chicago. ... In the mail bright green grass, with desert-type plants spreading 
on June 15. at the base of the guitar. 
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MAKE WAY 


The women of America have let it be known... when this war is over, there will be 
no going back, for them or for the world. They who have built guns and airplanes, 
and donned uniforms, to end Fascism, will continue to play their part in the post- 
war world. You of America’s display world understand well this Woman of Purpose. 
Your genius helped create her. (J In your postwar presentation of fashions in living, 
it will be our pride as always to supply you with inspirational new materials and 
ideas . . . that will do honor to America’s creative display people, to the new world, 


and the new woman in it. 


Plan now to visit us during the N.A.D.1. New York Display Market Week... June 26-30. 


CREATIVE DISPLAY HELPS FOR TODAY AND TOMORROW 
MARY BROSNAN MANNEQUINS = CYRILLE STEINER FIXTURES 





NEW YORK 


IN THE MUSEUM FOR THE CLINGING VINE 
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To cooperate with postal 
agencies and to insure deliv- 
ery on time you must plan 
your "mail early" displays 


NOW 


Sketches and prices of our 
promotions sent on request. 


OVERSEAS 
CHRISTMAS 
PACKAGES 


must be sent early to 
arrive by christmas 


(DISPLAYS SHOULD BE INSTALLED BY SEPT. 15) 


BLISS DISPLAY 
CORPORATION 460 WEST 34TH ST., N. Y. C. 


new yort dtapiay  mertet week Punwe 276% 2a 
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<\merica’s best dressed woman 


WE'RE HELPING HER 
WIN HER WAR 


We salute America’s women in uniform 
who are faithfully serving their country 
We at Standard Fixture are devoting our 
major effort to war work too, producing 
molds for self-sealing gas tanks used 

on Mustang fighters and Liberator bombers 
We are still creating new ideas in store 
displays and mannequins, and are doing 


our best to take care of your orders 


The Women’s Army Corps* needs volunteers 


*4rmy Air Forces 
irmy Ground Forces 


irmy Service Forces 
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Display... 
MARKET WEEKS 


CHICAGO 
June 21-24 


NEW YORK 
June 26-30 


Display Market Weeks, which proved so successful last year and which 
enabled many displaymen to do much of their seasonal buying during 
one trip rather than several, are being repeated this June under the 
sponsorship of the National Association of Display Industries. In 
addition to the facilities thus offered, both Chicago and New York 
City have arranged for educational sessions for their visitors. 


The following reports concern the two 
Display Market weeks to be held in Chicago 
and New York City in June. A representa- 
tive of the Chicago group summarizes that 
city’s plans first: 

“Store executives have become so _ inter- 
ested in the demonstrated power of display 
in selling that many are insisting their dis- 
playmen attend the big Display Market 
week sponsored by the Chicago group of 
the National Association of Display Indus- 
tries. The dates are June 21 through 24. 

“These display markets have gained mo- 
mentum through the years. This year marks 
anew high point of interest, for among 
ther things it is planned to hold an open 
forum, at which time every man may dis- 
cuss his display problems and get the bene- 
fcial comments of many of the most for- 
ward-thinking men in the display field. 

“All of the N. A. D. I. members in Chi- 
tago are adding countless new items to 
their showrooms for the inspection of dis- 
jlaymen. Out-of-town members will have 
interesting exhibits at the Morrison hotel. 
lnaddition to the many new and timely dis- 
lays you will see is the opportunity to view 
the many fine window displays on State 
‘treet and the Boulevard. Many of the 
Chicago displaymen are ‘going overboard’ 
0 have extra-attractive window displays 
turing the week. A highly interesting dis- 
jlay night is being planned for the educa- 
tonal value it may have for visitors. This 
larticular feature is being sponsored by the 
Chicago Display Club. 

‘The International Association of Display 
Fas grasped this opportunity to hold their 
important national meeting, realizing that 
hundreds of men will be in from the Middle 
Nest and even the deep South. It is under- 
tood that plenty of rooms have been made 
vailable at the Morrison and those antici- 
ating making the trip are urged to get in 
‘tr reservations early. 





“There will be a splendid showing of 
summer, fall and Christmas display mate- 
rial, and the present interest shown has 
caused the sponsors to add another day to 
the market so everyone will have a chance 
to see the many spots of interest. Compo- 
sition, papier mache, wood and plastic dis- 
plays will of course be shown in abundance. 
Mannequins, apparel forms, novelty display- 
ers, paper decorative displays, and artificial 
flowers will be just part of the items shown, 
for manufacturers have manifested great re- 
sourcefulness in developing new display 
items. 

“Everyone who wants to be fully alert to 
the rapid strides being made by display 
should plan now to attend this big market 
week.” 

A representative of the New York group 
has this to say about Market week in that 
city: 

“On Thursday, April 27, a number of the 
display directors of New York City met 
at the Hotel Pennsylvania with the program 
committee of the National Association of 
Display Industries to discuss general con- 
duct during New York Market week—June 
26-30—and also to act as a steering com- 
mittee for the forum to be held at the Penn- 
sylvania’s grand ballroom on Thursday, 
June 29, at 2:00 p. m. 





“The enthusiastic interest of these New 
York display directors resulted in an invita- 
tion to the out-of-town display directors 
visiting New York during Market week to 
take ‘behind the scenes’ tours of the fol- 
lowing stores: B. Altman & Co., Lord & 
Taylor, R. H. Macy & Co., Jas. McCreery 
& Co., and Saks-Fifth Avenue. Special days 
have been allotted for these trips, and ap- 
pointments are to be made at the N. A. D. I. 
registration desk at the Pennsylvania. 

“The New York men, in planning the 
forum, saw the opportunity to make this 
forum a most dramatic ‘show window’ for 


FIGHT BY HIS SIDE! —Enter the FIFTH WAR LOAN National Window Display Contest 


the entire profession, putting display on dis- 


play. They are going to make this a visual 
forum. 
“As an added feature, ‘the public’ will 


have a chance to say what kind of displays 
it likes. Miss Fifth Avenue, Miss 14th 
Street, and Miss Broadway will be picked 
from pedestrian New York and will present 
the public’s case. 

“Also at the forum, representatives of the 
motion picture industry will tell the display- 
man how special effects are produced. The 
display designer will learn about this world 
of inventive techniques at his disposal. 

“The entire profession is investigating 
traffic phenomena in hopes that some direct 
laws resulting in more productive merchan- 
dise presentation may be discovered. The 
scientific analysis of traffic principles and 
their relation to modern fixturing will be 
presented by the most capable expert in the 
field. 

“Personnel problems, so difficult during 
this war, will become no less complicated 
during the conversion period. A place on 
the program is being made on this sub- 
ject, with accent on handling and selecting 
untrained help. 

“Tn review—the New York Display Forum 
has been planned and designed by the dis- 
play director. He insists that his obligation 
to his management requires that he leave 
the show with concrete knowledge that will 
help him in his job. The N. A. D. L, in 
carrying out the program, will conform to 
the creative spirit of the New York display 
directors who have planned the forum. 

“As a special note, the grand ballroom at 
the Pennsylvania can only accommodate 600. 
Admission is by invitation. Several hun- 
requests for tickets are already in. 
member of the N. A. D. I. for 
your reservations now. (A list of manufac- 
turers participating is given in the New 
York Market week advertisement which ap- 
pears in this issue.)” 
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A woodland scene made the background 
for the first bride of summer in the corner 
window at Bloomingdale’s when Display 
Director Joseph Dultz depicted a garden 
wedding (right, below). The painting on the 
diagonal backwall panel of seamless paper 
was all in green except for the one contrast 
note introduced by a white garden chair. 
The floor of the window was covered with 
moss and the corner banked with 
regal yellow calla lilies, to tie in with the 
yellow gowns of the wedding attendants. 
Small bottles of the Chantilly perfume scat- 
tered in this area of the moss also carried 
out the theme of the bridal gown which was 
elaborately trimmed with Chantilly lace. 

“Raincoats Heaven” was the head- 
line in ad copy and on the window cards in 
three displays at Macy’s, and 
served as inspiration to Display Director 
Irving Eldredge for an ingenious display 
theme, as shown in the last photograph on 
the next The “flying” mannequins 


section 


from 


a series of 


page. 


which appeared to be suspended in mid-air 
were suspended by fine wires from the ceil- 
ing. Clouds of spun glass, in white, were 
scattered on the floor of the window and on 
the ledge of the two white shutter blinds 
which frame the setting. Spotlights using 
a heavy blue filter diffused the entire scene, 
the lighting in these windows proving 
effective in broad daylight. The 
colorful coats and umbrellas were aptly 
characterized in the card copy as “Rain- 
coats from Heaven—Macy’s has showers of 
them and, rain or shine, Macy’s keeps prices 
light as morning dew.” 

Spring radiated from a series of windows 
at Oppenheim Collins where “Suddenly Ev- 


equally 


—At the 
Franklin Simon. 


upper left, by Robert Pichenot, 

Upper right, by Joseph 

Dultz, Bloomingdale's. . Lower left and 

right, by Henry Callahan, Lord & Taylor. 

. .. (All photographs by courtesy of Virginia 
Roehl Studios, New York City)— 





By VIRGINIA ROEHL 
Virginia Roehl Studio, New York City 


erything’s Green Again” was the timely leg- 
end. Working from this premise, Display 
Director Leslie Dorsey carried out a com- 
plete color theme of green and white. A 
dado applied against a rich green backwall 
used wallpaper in a fresh green-leaf pattern 
on white ground. This was mounted on 
board which also extended over a 
narrow area of the floor of the window. 
which is pictured at the upper right, page 9 
Identical white frames were used for the 
table, and one was hung to “picture” the 
green of the backwall; this unit deepened to 
permit the placing of potted ferns in one 
corner. The low table was constructed by 
spacing dowel sticks, also white, across the 
opening afforded by the frame. <A_ white 
vase filled with ferns and green foliage was 
placed on one side of this interestingly de- 
signed table. The chair for the seated man- 
nequin was noteworthy. A bentwood chair 
was made extraordinary by having the en- 
tire frame intertwined with small twigs and 
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—At the immediate right, by Franc Gobbi, 

De Pinna's. . . . Extreme right, by Leslie Dor- 

sey, Oppenheim Collins. . . . Center, by Louis 

Viella, Altman's. ... Below, by Irving Eldredge, 
R. H. Macy & Co.— 


white cord, the whole painted pure white. 
The shutter wings were also white, as was 
the small accessory basket with bits of 
foliage. 

Story book panel pages, charmingly han- 
died, made the background in a stretch of 
four windows at Franklin Simon's when 
Display Director Robert Pichenot presented 
children’s clothes featuring the wide range 
of tones of the purple family, with pink 
trim, seen in the first illustration. One 
“page” was devoted to a delightful sketch, 
the companion page to the descriptive 
rhyme. The artist favored the purple-to- 
violet tones in his sketches, which pictured 
the arrival of spring in ever popular Cen- 


tral Park. The shady drives were executed 
in the accompanying illustration while the 
adjoining windows showed the lion’s cage, 
the Armory, and feeding the seals. The 
mannequins were sprayed in a pink tone 
and given pink tissue paper wigs. The 
floor of the window was filled in with pink 
and purple wood chips. The refreshing 
thyme which served as a window card read: 
‘To ride a cock-horse may be all right for 
some... But we think a hansom cab’s far 
gteater fun ... It gives you a chance to sit 
tver so high and watch all the world as it 
slowly goes by.” 

At De Pinna’s, Display Director Franc 
Gobbi honored the two visiting ballet en- 
sembles in five windows, each devoted to a 
different ballet. (Upper left, page 9.) Choos- 
ing the “Spectre de la Rose” as one of the 
favored ballets, a semi bas-relief figure of 
adancer sculptured of papier mache was 
Sispended by fine wire in the irregularly 
tdged cut-out panel which further suggested 
the dancer leaping out of a stage set. The 
Sulptured figure was in rose tone with the 
tals of the familiar costume in green. On 
the inset gray backwall panel, a silhouette 
of the figure was painted in a very deep 


tone ot gray. 


ae 


DISPLAY WORLD 





A decoupage was worked out on the back- 
ground panels through the use of photo- 
graphs of ballet dancers, costume sketches 
and programs; the floor of the window was 
filled in with gray beach sand. The manne- 
quin wore a rose-colored print dress with 
rose “topper” repeating the tone of the 
sculptured figure. 


Red and white was the color combination 
used by Display Director Louis Viella for 
the Garden Shop on_ the 
floors at Altman’s. 


ready-to-wear 
Sections of a Victorian 
veranda, these painted pure white, were set 
against a backwall in bright red. These 
units (page 9) made effective enclosures 
for the racks of garments hung on the hori- 
zontal white poling, which was attached to 
the backwall. White pots of red geraniums 
were spaced atop the veranda units. White 
flower carts, the sides painted as colorful 


[Continudd on page 8o] 
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URING the last five years 
display has proven itself as 
the greatest factors in the actual sell- 

ing of merchandise at the point-of-sale. It 

has, in addition, introduced warmth, beauty, 
and interest to many has pro- 
gressed from the position where it was just 
something to be done in between the changes 
of windows—providing there was time—to 
the enviable place where merchandise man- 
agers buyers depend upon it as an 
indispensable means of promoting both 
style and volume sales in conjunction with 


stores. It 


and 


advertising and window display. 

display departments have now 
passed through their trial 

five years will definitely 


Interior 
successfully 
stage. The next 
find interior display increasingly instrumen- 
tal for changes in the interior of the store 
that will surely make for a more pleasing, 
effective, and intelligent means of present- 
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ing merchandise to the shopping public. 
There are two important types of display. 
One type starts with the merchandise and 
proceeds to build itself around it to tell its 
story. This is important to the average 
store and definitely should be used in pro- 
moting popular price and volume displays. 
This type of display should give the facts, 
should answer the questions in the pros- 
The display prop- 
and should not 
from the mer- 


pective customer’s mind. 
erties should be simple 
detract the 
chandise. 
The other important type of display is the 
atmosphere or institutional presentation. 
Here we sell the store and the department. 
We build prestige, or create an atmosphere 
in the department or store that helps put 
the customer in the proper frame of mind 
by encouraging buy merchandise 
either ahead of season or in 


customer's eye 


her to 


the season. 
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By RALPH GOLLAHON, Interior 


The question that enters my mind is, “Do 
we do enough of this type of display 
throughout the entire interior of the store? 
I firmly believe we should, in fact we believt 
we will be forced to use more and more 0 
the atmosphere type of display in the futur 
The customers will practically demand * 
just as they will expect and demand a bette! 
lighted, better fixtured, and more attracti\ 
overall interior. The two types of displa) 
can be used within the same department 
according to the degree in which each 's 
needed. 

An interior display manager must strive ! 
please the shopping public, management 
merchandise managers, buyers, salespeopl 
and last, but definitely not least, himselt. 
fact, it is very important that he pleas 
himself or he will soon be lost in the shu! 
fle. An interior display manager must hav 
a practical and open mind. He must ©! 


Window Display Contest 
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Display Manager, Shillito's, Cincinnati 


tnually search for better, more attractive, 
but at the same time definitely practical fix- 
tures and methods for displaying goods. 

He should understand and be able to read 
blueprints, should know —and continue to 
study—lighting in all forms, should under- 
and construction as it applies to building 
ot fixtures and layouts of departments and 
should strive to encourage the adding of 
veauty of line to all interior construction. 
\n interior display manager should make a 
study of color—color as it applies to mer- 
thandise, color as it applies to the painting 
ot departments, color as it applies to the 
‘tore as a whole. But first in importance, 
‘1 interior display manager must have a 
vorking schedule for preparing and install- 
ing displays. All displays should be made 
request only, and this policy 
‘ould have the complete backing of man- 
4gement 
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YNIINTERIOR DISPLAY 


Large promotional display requests should 
be in written form and in the interior dis- 
play manager’s hands from two to four 
weeks in advance, and smaller displays a 
week in advance. In adopting this system 
it is important to adhere to it religiously. 
Merchandise is bought more than one or 
two days in advance, and there is no rea- 
son why the display request should not be 
turned in well ahead of time. The buyer 
and merchandise manager will dis- 
cover that it is to their advantage to think 
and plan their displays at the same time 
they are writing their merchandise confirm- 
ations. They will agree that this makes it 
possible to plan and prepare better, more 
efficient and more attractive displays which 
naturally will step up customer acceptance 
of their merchandise. By having these writ- 
ten requests in advance, a schedule can be 
prepared with advance notices reading “Or- 


soon 











—Where floor space permits, units such as the 
one seen at the extreme upper left are used by 
Gollahon. Another departmental floor display 
is pictured at the upper left center, this one 
taking the “Lady in the Dark" theme for 
inspiration— 


—No canopies were permitted at Shillito's over 
special "bars'’ on the main floor until this one 
for leg make-up was tried. The bar proved a 
sensational seller and the restriction has been 
lifted on canopies; note the space provided 
for the salespeople to demonstrate the mer- 
chandise. . . . The beachwear display is an- 
other example of "overhead" atmosphere for 
departments— 


—When floor space can not be used for dis- 
play, Gollahon gives atmosphere to a depart- 
men by "overhead" displays of the type seen 
at the upper right. The idea was first tried 
for ‘peasant style" apparel which had not 
been moving well, and with no other advertis- 
ing; three re-orders of the merchandise had 
to be made. . . . The fixture used in this base- 
ment shoe set-up permits full display value for 
each article— 


der out merchandise, signs and start pre- 
paring props for ‘Rainy Weather’ display 
(or whatever the case may be) scheduled to 
go up on such and such a date.” This will 
allow time for working sketches to be made, 
working material on hand to be checked 
and, if necessary, special materials to be 
ordered. Should the materials suggested in 
the original plan not be available then a 
substitute can be arranged for—especially 
important in these days when supplies and 
materials are a real problem. 

A written schedule also allows for the 
alloting of responsibility to the people in 
the department. I fully agree with Robert 
Marimon’s statement at the N. R. D. G. A. 
clinic: “A display manager’s job today is 
primarily one of training;”’ and a written 
schedule that allows ample time for prepa- 
ration and that distributes responsibility 
certainly in a step in the right direction in 
good training. 

An interior display manager should find 
time to check periodically with the mer- 
chandise managers and buyers throughout 
the entire store, to discuss their problems, 
study their merchandise, and offer sugges- 
tions as to what merchandise should be dis- 
played and the most effective manner in 
which to display it in order to increase 
sales. He should convince the merchandise 
managers as well as the buyers that the pri- 
mary purpose or reason for having an inte- 
rior display department is to help sell mer- 
chandise and prestige for them and the 
store. He should convince and encourage 
them to use this promotional medium for 
promoting sales and customer goodwill—but 
at the same time urge them to use it wisely. 

To most of us who are closely connected 
with interior display has come the convic- 
tion that during the next five years it will 
attain a stature and importance undreamed 
of a short time ago. Keep your eye on 
interior display—in general, and particu- 
larly within your own store. 




















It is too bad that space conditions do not 
showing many more photographs 
Los Angeles article each month, 
doing an 
present at 
for 


permit 
this 
local 


with 
for displaymen 
outstanding job. But, for the 
least, the writer will attempt to 
illustration those displays which convey a 
general idea of how windows are being han- 
dled Thus the photographs used this 
month a couple of men’s wear dis- 
plays, one on home-furnishings, a specialty 
shop millinery window, and one dealing in 
general with “digging in for Victory.” 
Taking up home-furnishings, we have as 
first on the program a window by R. W. 
Vogtman, Barker Brothers, in which the 
added charm of attractive wallpaper is given 
The story is told by the card copy, 
which reads: “More color! Dramatic wall- 
paper sets the scheme for enchanting bou- 
doir.” The paper in this instance was used 
for the background, and bore French figures 
The principal prop was a large 


are really 


select 


here. 
show 


stress. 


in wine-red. 
wooden frame suspended by chains at the 


upper right. A rod across the center sup- 
ported one end of a wine-colored drape 
which had a ball fringe of gold. The 


settee was in a shade of yellow. Probably 
the interesting part of this window, 
however, the card held within the 
wooden frame and bearing the single word: 
“Color ;” done in faint lines on the card was 
a decorator’s sketch of a room corner, done 
to the last detail the actual 
window display. 


most 
was 


exactly as 





Los Angeles Reporting 


By HERB CROSS 
"Dick" Whittington Studio, Los Angeles 











The second photograph is of a display at 


the Wilshire boulevard store of Desmond’s, 
as part of the firm’s celebration of its six- 


teenth 


anniversary 


at 


that location. 


The 






card caption is: “Looks like a Brighter 
Spring.” For the background and sidewalls, 
Desmond’s used a seamless paper in an at- 
tractive shade of blue. Cutout paper clouds 
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were placed off-center on the background 
and allowed to extend for third-dimensional 
effect. The lighting was by means of spot- 
lights, directed from overhead. Note that 
the customary grass mat has been turned 
to show the contour of a rise in ground, 
from the top of which a tree is growing— 
designed and fabricated, incidentally, in 
Desmond's display department. This 
birthday observance is an annual event with 
the store, and the display pictured is just 
one of a group of eight windows used for 
the occasion. 

At Bullock’s (Downtown), 1. oe 
Brewer does such a splendid job of dis- 
play, cotton dresses were recently featured 
as shown in the third display. The card 
explains: “Dig for Victory. Join the fun 
for your part in California casual 
living.” Just barely visible in the illustra 
tion is the background treatment which con- 
sisted of a water color painting of a Vit 
tory garden with feminine workers in some- 
what caricatured poses. Thirteen manne- 


where 


Dress 


—Above is a display by R. W. Vogtman, 
Barker Brothers. . . . Left, a birthday anni- 
versary window from Desmond's. . . - (All 
photographs by courtesy of "Dick" Whitting- 
ton, Los Angeles) — 
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quins were used in the large window, all of 
them posed as if at work cooking on a ram- 
shackle wood-stove, sweeping, preparing 
food, and the like. Copper utensils were on 
the stove, and the furniture was of the 
Early American period. Red and _ white 
gingham drapes, and a valance of the same 
material, framed the plate glass this 
being crisscrossed with white tape to simu- 
late several small windows. An. artist’s 
palette above the stove is lettered: “Cooking 
is an art,” and from it protrudes, not brush- 
es, but long-handled spoons. 

Next we have a display of millinery from 
J. J. Haggerty’s, where Robert Gibson is 
display manager and Mary Kerwin is art 
director. Low-level spotlighting added in- 
terest to the red velvet drapes which formed 
the background. The hats were displayed 
oa papier mache heads, and the fixture 
proper was of plastic. The bricks were real 
ones which had been used. .. . It should be 
mentioned that Haggerty’s displays are 
‘looking up.” Miss Kerwin, who had been 
with the firm for several years as poster 
artist, has designed the windows for the 
past year—about the same time Gibson has 
teen display manager. It is interesting to 
note that Gibson, a graduate of Cornell 
university, owned and operated a men’s 
year store in Coronado, Calif., prior to join- 
ing Haggerty’s. Miss Kerwin is a graduate 
{ the University of Washington. As a 
team, they believe in specializing on color 
schemes, 

We come now to the final photograph— 
another display from Bullock’s (Downtown), 
totable for its simplicity. The card read: 
‘It’s in the News. Suits for Sportswear.” 
The background was completely plain, and 
the lighting was from overhead spots. A 
Wooden pencil points to a news event on the 
sland” covered with newspapers. Strings 
are stretched from the items to a panel of 
otographs on the background, the pictures 
aso mounted on newspapers) being of 
‘Ws Commentators. This is one of a group 
‘six windows, some of which had micro- 


~At the top of the page, a setting by J. H. 
Brewer, Bullock's (Downtown)... . Center, by 
Robert Gibson and Mary Kerwin, J. J. Hag- 
_Serty's. - . « Right, another Bullock's display— 








phones instead of pencils. Each display was 
framed in imitation leather, studded with 
brass brads. The showcard was also mount- 
ed on a newspaper background, and was 
held in place with a brass brad at each 
corner. 

In speaking of Bullock’s, we should cer- 
tainly mention the store’s development of 
its “Californienne Shop’—one of the gayest 
spots in the establishment. This large de- 
partment has been converted into an “out- 
door barbecue” spot, replete with color and 
involving an element of self-selection much 
appreciated by shoppers when the sales- 
people are busy. The entire setting resem- 
bles a patio, complete with walls covered 
with brick-color plaster which has been 
lined to give a perfect simulation of a brick 
wall. Plants in pots rest atop the wall, and 
a glimpse of blue sky can be seen above it. 
Along the walls are green-and-white awn- 
ings. 
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The “barbecue,” in addition to a_ brick 
chimney, has four sides available for mer- 
chandise display, with stock drawers below. 
Featured are shorts and other play clothes. 
As for the rest of the department, clearly 
marked and size-grouped merchandise help 
the shoppers to aid themselves. 


The above-mentioned setting is not pic- 
tured, nor is the display to be described 
next—by Mark H. Kelly, Harris & Frank. 
Men’s figures were interspersed with coat 
forms throughout the long window, with the 
customary groupings. But the 
thing that made the display particularly at- 
tractive was the extremely large 
framed blueprints at intervals on the back- 
ground, each blueprint showing “Specifica- 
tions of and picturing the 
rect details of shirts, and 
parel. 


accessory 
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FIGHT BY HIS SIDE! — Enter 


the FIFTH WAR LOAN National Window Display Contest 
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by Louis Gehring 


Display Designer and Consultant 
New York City 


Arrangement: Consists of a central unit with ac 
companying figures. 


Properties: The window treatment with its gree 
and white striped awning and flower box arrange 
ment lends a note of coolness throughout the dis 
play. Note that the window is constructed at an 
angle which gives a more interesting perspective to 
the setting. 


Merchandise: Select cool cotton and rayon sheer 
prints for this promotion and complete the cos- 
tumes with appropriate accessories. 





Arrangement: Consists of a central unit with ac- 
companying figures. 


Properties: The setting in this sketch depicts the 
interior of a barn with a country scenic background 
viewed as it were from the barn. Various farm 
implements and a stack of hay add to the barn 
atmosphere. An amusing card bearing this copy, 
The Farmer and His Daughters Present ‘When 
Work is Done,’ "' is tacked up at the left. Card 
describing merchandise is placed on floor in fore- 
ground. 


Merchandise: Mannequins display attractive rural 
cottons to be worn after the farm chores are done. 
Sturdy denim overalls and shirts are set aside for 
attractive cottons such as seersucker, flowered cot- 
ton dirndls, printed calicos, or non-wrinkle rayons, 
cottons and chambrays. 


Arrangement: This window consists of a composi- 
tion of elements forming a single unit. 


Properties: The sketch depicts the interior of an old 
country store. Props such as hanging oil lamps, 
twine dispenser, old-fashioned scale, ladder and 
basket help to create a true atmospheric feeling for 
this setting. Miscellaneous items are displayed on 
wall shelves and in baskets and bins along with 
an array of country wearing apparel. 


Merchandise: Casual country and sport clothes are 
selected for this display with related accessories 
such as shirts, ties, socks, etc. A good window for 
mid-summer clearance. 
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By JACK POLLARI 
Madigan Brothers, Chicago 


Infinite variety in the spring-into-summer 
themes claimed attention of the passer-by in 
the May Chicago display picture. With na- 
tional promotion on Mother’s day, Baby week, 
fashion 
The 
best claim to something utterly new was Ray 
Bianchi’s Mother's day at Gold- 
blatt's. He merely adopted the simple ex- 
pedient of re-using his Christmas windows 
for his entire State street showing with this 
... It’s Mother's 
magenta in the 


gardening and  summer-in-town 


showings much originality was apparent 


windows 


theme: “Christmas in May 
Day,” lettered in script in 
lower left hand corner of the window plate 
glass. The 
were again placed in each window in the 
exact off-center position used at Christmas 
time, 
branches 


huge baroque plaster lanterns 


with the snow-crested pine 
was the 


lavender 


together 
The 


scheme 


only change here 


color gray backgrounds, 


ribbons, magenta foil banners—and in place 


of Christmas subjects in the center of each 


FIGHT BY HIS SIDE! —Enter the FIFTH WAR LOAN 


lantern miniatures of mother in the 
many varied duties of her working day. 
These miniatures were of modernly carved 
and sculptured white plaster and showed 
mother rocking a cradle, mother fixing a tie 
and getting a boy ready for school, the 
music lesson, the child getting a bath in an 
old-fashioned bath tub, mother bandaging 
a little boy’s scratched leg, lighting a candle 
for his first anniversary, reading to him, 
bundling him against the winter cold, and, 
last, the prayer on her lap at eventide. 
Bianchi followed this theme throughout the 
interior of the store even to the point of in- 
stalling displays of Mother’s day gifts on the 
ledges of the men’s department. 

Again originality in its best form was dis- 


were 


One . | 


; 





played by John Moss, Jr., Marshall Field 
& Co., in his Washington and State street 
corner window; the display was _ themed 
“Float on Cotton Clouds, in Luxurious Cot- 
ton lingerie ... hand made in Puerto Rica.” 
He achieved a splendid, cool illusion of 
clouds with patterned patches of cotton in 
the form of isolated “island clouds.” Man- 
nequins reclined in various _ positions 
throughout the display. 

Moss gave careful attention to a splendid 
slogan in his Spar recruiting window that 
alone should inspire many young hopefuls 
to join: “Don't be a Spare. ... Be a Spar.’ 
The Coast Guard plaque was the background 
highlight, with flanking screens and an 
American flag in the appropriate place by 
a properly garbed mannequin. 

In his Randolph street showing, Moss 
captured the enraptured imagination ot 
childhood in his “attic presentation” of rut- 
fled tom-boy rompers for girls. Here for all 
the world to see was a mimic wedding done 
exactly as children always have “dresse¢ 
up” in adult clothes to play “let's pretend.” 

A curtain had been fashioned as a veil 
over a large floppy hat on the oldest girl. 
with another playfully carrying the end 0 
it. The original touch on the bride’s cos- 
tume was the overlarge, slopping-over gold 
slippers that were clearly unmanageable 
The attic atmosphere was achieved by using 
a painted, flanking screen with the signs 
“Big Show Tonight ... The Merry Widow 

. admission 5c,” and “Box Seat.” An old 
trunk and other articles helped to further 










by Ray Bianchi, Goldblott’s 
. Left center, by J. W: 
Campbell, Carson Pirie Scott & Co. ... Right 
center, from The Fair, Oak Park... . Left, also 
by Ray Bianchi. . . . (All photographs by cour 
tesy of F. A. Kuehn & Co., Chicago)— _ 


—Upper left, 
State street store. .. 
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—Right, from Marshall Field & Co., where 
John Moss, Jr. directs display. . . . Center 
and below, bv Sam Blum, The Fair Store— 


lightful childhood illusion. The copy 
“The Romper (a glorified romper) 
_. for the tom-boy who is feminine at 
heart _. School girl shop .. . Fourth floor.” 

Sam Blum, at The Fair Store, focused 
much human interest on his very engaging 
Baby week presentation by showing a beam- 
ing father broadcasting to all the world at 
large about the happy event in his home. 
The floor was yellow sawdust from which 
rose a half-circle ruffled plateau in pink. 
The proud mother holding the baby in lov- 
ing embrace completed this very human 
picture. The copy read: “Announcing The 
Fairs Second Annual Baby Fair.” Other 
features of this promotion were broadcast 
over a local station. 

Jay Howe, Mandel Brothers, captured at- 
tention for his large corner wedding win- 
dow by the dramatic portrayal of the bride 
throwing her bouquet to one of her brides- 
maids. A large white staircase rested 
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read : 
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splendid 
dow that 
hopefuls 
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ckground 
and an 


i " against a background of gray ornamental 
place )y 


wallpaper. A cut-glass chandelier hung in 
the center from the ceiling. The traditional 


12g, Moss i : 
a tern and live flowers were banked around 
atio ol th sa _ : e 
” of cat stairs. The copy easily read from an 
1” of rul- Je. 46 . = 
- at fe open book said: “Dear Diary ... The Dress 
‘re tor ali I D 7 e v4. ° 4 , ° 
: reamed of ... White and Wonderful .. . 
ling done It hu . 
py slatted ts as lovely as the sweetest of fairy-tales, 
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uy asi The lucky groom, a naval officer for 
as a Vel ag. ‘ : : 
sah the final he-man touch, had placed his white 
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J. W. Campbell at Carson Pirie Scott & 
0. borrowed his interesting and timely 
the. signs ‘ashion theme from the current exhibition 
Widow at the Art Institute of the newest rising star 
» Ap ode the artistic orbit, namely “Posoda.” 
‘hese somewhat fierce, realistic Mexican 
Works were shown in black and white pho- 
sIdblatt's ‘ostatic reproductions in the center of each 
ny J. W. dackground. The floors were in pastel 

Right Mshades sprayed in spatterdash and edged 


inageable 


| by using 


‘o further 


Left, ” in shell rock. The millinery window showed 
our a eae : ° ° ° 

¢ * Mannequin seated reading the institute 
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program for this latest art exhibition. The 
figure was flanked with two groupings of 
papier mache millinery egg-heads, entwined 
in a rough rope-like composition. The copy 
read: “Hats flirtatiously feminine fashioned 
from horse hair into Millinery.” 

Campbell's four children’s windows fea- 
tured the creations of Emily Wilkens. Each 
window highlighted delightful dogs, as con- 
versation pieces, made of black and white 
scrim. The copy read: “Carson Pirie Scott 
& Co. present Emily Wilkens’ Young Orig- 
inals .. . Teen-about-Town Shop... Sec- 
ond Floor.” 

John Courtney, at Sears’ State street 
store, achieved a rustic, outdoor look in 
his big corner window by using natural 
fences, cross-hatched, and patterns of scat- 
ter-grass on the floor, edged in_ gray 
ground rock, as an atmosphere for casual 


dresses. This window, being one of the 
largest on State street, permits splendid 
figure grouping. The card read: “For 


your Spring and Summer Campaign 
Rose Fashion Casuals . . . Town and 
Country styles in Cool, Crisp fabrics dedi- 
cated to preparing you efficiently ... Pret- 
tily for any schedule.” 





Army 


Engineers 


On 
DISPLAY 


By ADRIAN DELSMAN 
Frederick & Nelson, Seattle 


Note the three-dimensional maps . . . 
miniature trains mounted on tracks im- 
posed on the background . . . the graphic 
way of illustrating statistics. Strong, 
simple colors were used against all-black 
backgrounds. 


The of Engineers of the United 
States Army Service Forces is a most 1m- 
portant part of the war effort, yet its activi- 
ties and accomplishments have not received 
the popular recognition they merit. In order 
to inform the public regarding the functions 
of this unit, Frederick & Nelson installed a 
series of seven windows, including one large 
corner planned to present these 
activities in a dramatic, yet graphic manner. 

In order to make a decided break from 
the conventional in patriotic displays, it 
was decided that they should be executed 
in strong, simple against all-black 
This technique achieved a most 
striking effect, and awoke keen interest on 
the part of a public which has become sated 
on displays of red, white and blue. 

The corner’ window, struck the 
keynote of the front, was devoted to a gen- 
eral the accomplishments of the 
Corps of Engineers, told in cut-out letters 
suspended on_ black The technical 
problems involved in suspending these let- 
ters, apparently in mid-air, as well as the 
parading flags of the engineers, headed by 
the United States’ ensign, taxed the in- 
genuity of the staff but 
cessfully solved 


Corps 


display, 


colors 


settings. 


which 
story of 


mesh. 


display were suc- 

Anyone who has attempted to get a feeling 
of animation into a stationary flag can well 
appreciate the difficulties involved. The ef- 
fect was achieved by stencilling the designs 
on tapering shapes of heavy white paper and 
further stiffening them with 
clear The flags and 
then hung on very thin wires. 


coatings of 
lacquer. staffs were 

The other six displays varied in approach 
from pure human interest to operating scale 
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models of completed projects. The variety 
of interests thus secured assured an appeal 
to people of many different tastes, yet the 
same technique being used in all the win- 
dows welded them into one unit. 

The cooperation and assistance of Colonel 
Conrad Hardy, district engineer for the 
Seattle area; Captain Noble Bosley, execu- 
tive officer of the district, and Major John 
S. Detlie, control officer—in civilian life art 
Metro-Goldwyn- Mayer 


director with the 


studios—were invaluable in developing th 
displays. 

Much favorable comment 
the presentation, both from the public an 
the military. The Seattle district 
Corps of Engineers allowed all 0! the! 
many employees an hour’s leave in which t 
view the displays. It was felt that this w4 
valuable in giving those a_ broa 
picture of the activities in which tl 


was evoked | 


people 


actively engaged. 
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SCULPTURED FROM LIFE 


“ELENA rey \ i Our action mannequins guarantee the 
a | nonchalant—at ease display of apparel 


"“NETA" 


Stop in and chat with your 


friend Jack Cameron 


Room 620 — Morrison Hotel 
Chicago, ill. June 2\Ist. 


% 
4! 


"“MARQUITA" 


"PATRICIA" 


Jack Cameron CARRATA MANNEQUINS 
2420 Ridgeway Avenue 


wale Los Angeles, California 
Evanston, Illinois 


1150 S. Los Angeles — Pr. 7589 
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—Recent windows at Harzfeld's featured "Cover Girl" displays. Magazine covers in various colors, exactly reproducing the name in each case, were 
shown against a striped background varying from pale pink to dark green— 


e To sell merchandise, to be a department 

on the black side of the ledger, is the first 
"4 iS | by he J ob function of the display department. To do 
this a displayman needs to add to the nor- 


mal tools of his trade a thorough knowledge 
of his store’s merchandising policies and 


e world fashion trends. 
In stores that carry label merchandise and 
iS p ay US O spend money on prestige advertising the 































windows, too, become part of the prestige 
program. It should be kept in mind that 
prestige advertising, and prestige windows, 





By JOHN R. SIMS are selling not only the items displayed, but J La 
Harzfeld's, Keusas City the store. Thus _ such windows become KR 
doubly important. They are telling the pub- 


lic a story, as well as impressing it with 
the type of merchandise the store carries. 
They must stop the non-customer, and her 
reaction is important. They should be 
friendly windows and make the non-cus- 





—Below is shown a display from Harzfeld's "Tournament of Roses" series. The backgrounds 
were pale pink with large red roses as pictured. The plateaus held papier mache lambs in 
various pastels, and the merchandise ranged from pale lavender to darkest purple. Cards were tomer want to enter the store. 

on heavy pink paper with purple lettering— There are many factors in creating a 
friendly window. We try to keep in mind 
cooperation with civic enterprise, cultural 
development, and general community inter- 
ests. 

The factor of constant change, of giving 
the public something different every week, 
should be kept in mind. If the shopping pub- 
lic’s visit downtown can be made _ more 
exciting by your windows, you have new 
customers. 





In this weekly change of presentation we 
at Harzfeld’s constantly hold one factor in 
mind: the public has naturally good taste, 
and will appreciate a thing well done. 
Sound composition, proper lighting, good 
movement, intelligent handling of color and 
line all are important in presenting a pic- 
ture that is alive and friendly. 

To sell our store as a fashion guide, to 
instill in the community a faith in it as 4 
fashion arbiter, is a part of the job of the 
display department. 










Window displays are an integral part of 
community life and as such should change 
with the passing scene, should reflect the 
tenor and needs of the times. 
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SERN BROS., N. Y.—Center Panel made 
No. 917 (ICICLES). Also shows use of 
SNOWTONE BLOCK. 


CANADIAN FUR CORP., N. Y.—Entire 


back- 


ground made of No. 922 (SNOW STREAMERS) 


tacked side by side. 


Member 
National 
Association 
of Display 
Industries 


INVITATION 


See our new 
Fall and Christ- 
mas Line ex- 
hibited at our 
showroom dur- 
ing NEW YORK 
DISPLAY MAR- 
KET WEEK, 
JUNE 26-30. 


RO 
\Tinwen, SNOWTONE BLOCK—Approx. 8” x 10” x 16”. A hollow 
paperboard block, light in weight yet sturdy. Covered 
on all sides with sparkling SNOWTONE. 
i Weight 1% Ibs. ea. Packed six blocks to a carton. 
| 6 Cartons (36 blocks) or more 
MERCHANDISE 1 to 5 Cartons 12.00 
PRESENTATION Shown on background: SNOWTONE No. 917 — ICICLES 
3’ x 8’ sheet $3.00 3’ x 24’ roll 
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PRICE LIST OF COMPLETE LINE 


3’x8‘ sheet 
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COLD ... SPARKLING ... BLUSTERY 
WINTER’S MOODS IN A JIFFY 
for AUGUST FUR displays. 


This unique 3rd dimensional material achieves the ulti- 
mate in Man-made frost patterns for windows and 
and : interiors. It’s a ‘natural’ for furs, and so easy to use 


3’x24‘ roll 
- 910—The Storm a 

- 913—Glacier Field 

- 917—Icicles tae 
No. 919—Frost Sprays ..... 

. 922—Snow Streamers . 

- 934—Snow Swirls 

. 943—Snow Field 

- 946—Ice Floes 

. 947—Snow Banks 4.50 
(Add 50c cutting & packing charge on all 8’ 
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»..merely tack ‘em up side by side, or cut to design 
...and b-r-r-r! it’s a cold winter for a hot summer’s day! 


All SNOWTONE patterns, except No. 913 and No. 943, available on BLACK, BLUE, GRAY, 
GREEN, and RED backgrounds. 
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TIMBERTONE DECORATIVE CoO., Inc. 


‘come 
15 WEST 24TH STREET, NEW YORK CITY 10, N. Y. 


Please mention background color when ordering. 


pub- 
with 
rries. 
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VALANCES The Newest Use for TIMBERTONE OAK 
ng a 
mind 
Itural OAK VENEER (In Re- 
inter- No. 947 Smart, effective framing lief—not Flat). Obtain- No. 946 
7 . for merchandise display able in solid finishes of 
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Mexican 


FIESTA 


More and more stores are using espe- 
cially created papier mache figures for 
elaborate promotions, and these three 
displays from Filene's recent Mexican 
Fiesta show vividly the natural effects 
possible through their use. 


With 1944 already hailed as a year during 
which Pan-American promotions will be used 
extensively by retail stores, it is no surprise 
to see an elaborate “Mexican Fiesta” at 
Wm. Filene’s Sons Company, Boston. But 
the entire presentation at Filene’s was un- 
usual in that it is probably one of the first 
times that such an undertaking was insti- 
gated almost entirely by the display depart- 
ment. The original idea, the research and 
contact work with government officials in 
Mexico ... and even some merchandise 
sources . . . were all developed by Lee W. 
Court, display director for the store. 

The Gift shop was completely trans- 
formed into a Mexican patio, replete with 
vines, tropical fruits, trees, flowers and 
cacti, and it was here that the formal open- 
ing was held in the presence of the Mexican 
assistant secretary of state, other Mexican 
officials, and store executives. The fiesta 
motif was carried out in various depart- 
ments, particularly for sportswear. One of 
the highlights of the promotion was an ex- 
hibit of twenty-seven authentic native cos- 
tumes of superlative craftsmanship, each 
explained in detail by a representative of 
the Mexican government, and later in the 
week displayed on main floor ledges. 

To indicate the extent of the promotion, 
an estimated value of $75,000 was placed on 
the rare Mexican flowers on view in the 
Gift shop; all of them were arranged as if 
growing under natural conditions. 

All of Filene’s round-the-block windows 
were devoted to the fiesta, most of them 
showing typical Mexican or Mexico-inspired 
merchandise. But outstanding among the 
windows were seven special ones contrib- 
uted by American Airlines in the interest 
of inter-American relations; three of them 
are illustrated here, as designed by Court 
and executed by Staples-Smith, New York 
City. 

In each of these seven windows a scene 
from Mexico was done with remarkable 
fidelity. All the figures were of papier 
mache, placed against three-dimensional 
backgrounds or against paintings of Mexi- 
can landscapes. One, for instance, showed 








a patio with a peon drowsing in the shade plume dancers of Oaxaca, another < 
at one side while his wife drew a bucket of | en route to market. 
water from the fountain at the right. An- The complete promotion ran for 
other showed a flower-boat in the floating two weeks in April and was seen 
gardens of Xochimilco; one portrayed the sands of spectators. 
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Fifth Avenue Traffic Stopped Again 


When Henry Callahan, Display Director, Lord & Taylor, New York, 
for the second time in three months uses Frederic Shipman's 


“NEW USE OF MIRRORS” 
IN ALL FIFTH AVENUE WINDOWS 





In each of the above windows only one mannequin was used, but the passer-by saw eight figures, all different 
views or dimensions, some apparently fifteen to twenty feet back in the store. A positive traffic stopper. Really 
a sensational display development. Enthusiastically acclaimed by the foremost display authorities. 


AVAILABLE BY EXCLUSIVE FRANCHISE TO ONE STORE IN EACH CITY 


Franchises already negotiated with the following stores: 


Lord & Taylor, New York J. N. Adam & Co., Buffalo 

Frederick Loeser & Co., Brooklyn T. Eaton Co., Ltd., Toronto 

Carson Pirie Scott & Co., Chicago The Higbee Co., Cleveland 

Jordan Marsh Company, Boston Scruggs-Vandervoort-Barney, Inc., St. Louis 
J. L. Hudson Co., Detroit L. Strauss & Co., Inc., Indianapolis 

John Shillito Co., Cincinnati Gimbel Bros., Pittsburgh 


SENSATIONAL EFFECTS FOR CHRISTMAS DISPLAYS 


YoU MUST Three amazing and dramatic ideas for Christmas Displays, possible only by “THE 
NEW USE OF MIRRORS," can make your store the talk of the town. Arrange 


ACT NOW! at once to get the franchise for your store. 


For terms write at once to 


FREDERIC SHIPMAN 


HOTEL BRISTOL, 135 WEST 48th STREET NEW YORK CITY 19 




















*Patents in five countries—Eighteen United States and Canadian patent claims. 





The WRENEKER Corporation Presents Femething Entirely NIM 


in MAMKINS... 


Designed with all the flare and dash of a superbly 
rendered Fashion Drawing. these new Manikins 
submerge their own individuality to that of your 
merchandise . .. blending into the background until 
Fashion ... and Fashion alone. . is the center ol 
attraction! 


The new ‘sculptured fabric coiffure’’ on these Manikins 
is an outstanding achievement...one often before at- 
tempted, but never quite perfected until the Fashion 
Sketch Figure was conceived at Greneker's Studio. 
This new coiffure is ideal for millinery display. 
lending itself much more easily to shape and fit than 
the horsehair wigs now in general use. 


Greneker Fashion Sketch Figures have the supreme 
adaptatbility that characterizes all Greneker Mani- 
kins. Their lithe grace and fine contours accent line 
and color, pointing up the fine features of your mer- 
chandise as no other Manikin can! 


* Patent Applied For 


We regret that at present we are unable to promise early delivery. 
However, the rapid rise in popularity of FASHION SKETCH 
FIGURES prompts us to take the liberty of suggesting that you place 


your orders now for delivery at a later date 
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“UP TO YOUR USUAL STANDARD 
OF PERFECTION” 
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DISPLAY 


By JOSEPH APOLINSKY 


Loveman, Joseph & Loeb, Birmingham 


This is the final article in a series of six by Apolinsky, reprinted from 
DISPLAY WORLD of a few years ago as a result of numerous re- 
quests from displaymen for material to aid "green help" in learning 


the fundamentals of display. 


SPECIAL DISPLAYS FOR SPECIAL 
EVENTS THROUGHOUT THE YEAR. 
Let's start with Christmas eve, which is gen- 
erally an all-night job for the displayman. 
In our store, for example, all Christmas dis- 
plays have to be removed so that when the 
store opens for business on December 26 
no Christmas atmosphere is seen in any of 
the windows. The dis- 
played during the week between Christmas 
and New Year's day is generally southern 
wear or Florida merchandise, evening wear 
New Year parties, palm trees, and 
trees. The outline of the state of 
and many other suggestions per- 
taining to Florida can be used for back- 
grounds. For the New Year displays, a 
large bottle and champagne glass, Father 
Time, the New Year infant, and similar 
themes may be used. 

Next, we have the “January White Sales,” 
usually represented by the swan. Following 
this we take a series of eleven windows and 
devote them to the showing of silks at a 


merchandise to be 


for 
orange 
Florida 


’ 


special price. This we call the “Annual 
January Sale of Silks.” 
Our next big event in January is the 


“semiannual” or “February Furniture Sale.” 
All the windows again are devoted to this 
event for practically an entire week. 

In February comes the store’s largest one- 
day event of the year. All the windows are 
heavily trimmed for this promotion. Also 
in early February the Valentine theme is 
used largely. Every effort is made to try 
to make it a very important gift-giving time 
of the year. This idea is growing annually. 
I might add here that during leap year the 
extra day is taken advantage of by staging 
a large one-day event which usually calls for 
a battery of sales windows. In February, 


or early in March, come “National Silk 


Week.” This usually calls for multiple dis- 
plays. 
March ushers in spring styles and we 


usually devote a battery of windows to a 
spring opening with very “springy” displays. 
Also the next largest business period of the 
year for the merchant usually comes in 
March; this is Easter, the first Sunday after 
the full moon that falls on or next after 
the 21st of March. If the full moon hap- 
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on Sunday, Easter is celebrated one 
week later. “Home Sewing Week” is fea- 
tured in March, and there is also the an- 
nual March “Sale of Housewares” just be- 
fore April moving days. The “March Linen 
Sales” and St. Patrick’s day also call for 
some special events. wares 
lend themselves well to the latter. 

In our store we customarily have one full 
week before our anniversary sale, which is 
a tremendous store-wide promotion in which 
every department participates in a series of 
institutional displays of a state-wide nature. 


pens 


Green-colored 


Then comes the anniversary sale itself, 
which calls for signs and _ decorations 
throughout the store, special background 


signs for the show windows, and every dis- 
play window trimmed with merchandise 
especially purchased for this sale. 

In May we feature advance displays of 
summer furniture and special bathing suits. 
Then too, there is Mother’s day, another 
very important gift-giving event, and one 
the merchants are endeavoring to increase 
in importance each year. Men’s summer 
clothing is featured in a big way, together 
with straw hats and play clothes of all na- 
tures for men, women, and children. “Na- 
tional Baby Week” and “Fur Storage Week” 
are other things to remember for May. The 
latter is ordinarily covered by unusual moth 
windows or some attractive plaques scat- 
tered throughout the displays. “Cotton 
Shops” are another feature of this month 
and special displays, interior as well as ex- 
terior, are exhibited. Last, but by all means 
not least, comes “National Cotton Week,” in 
which all the windows are used and special 
signs are made up for everywhere in the 
the store. 

In June the display of bridal gifts, trous- 
seau needs, and apparel for the bride and 
her attendants are featured. Vacation needs, 
picnic and outing needs, apparel and lug- 
gage come in for a heavy play during this 
month. Father's day is a big item for the 
men’s wear departments, this usually falling 
on the third Sunday of the month. June is 
the beginning of summer, so all hot-weather 
apparel gets a chance via display. It is a 
good idea also to feature bathroom and 
toilet requisites in June. Wedding anniver- 


MAY, 1°44 





saries also provide an opportunity for e.tra 
business, and you might remember that the 
following are the traditional gifts for a: ni- 
first, paper; second, gingham or 


versaries : 
calico; third, muslin; fourth, silk; th, 
wool; sixth, iron; seventh, copper; eig th, 
bronze; ninth, pottery; tenth, tin; fifteenth, 
crystal; twentieth, china; twenty-fifth, sil- 
ver; thirtieth, gold; thirty-fifth, coral; jor- 
tieth, ruby; forty-fifth, sapphire; fiftieth, 
gold: fifty-fifth, emerald; sixtieth, se\en- 
tieth, and seventy-fifth, diamond. 

For July we continue all summer promo- 
Luggage comes in for a big play. as 


tions. 

do hot weather aids such as electric tans, 
water sets, and similar items. Beginning 
about the middle of July the “Annual Au- 
gust Sale of Furs” begins as well as “August 
Sale of Blankets” and “August Sale of I ur- 


Trimmed Cloth Coats.” Then we wind up 


the month with the “Semi-Annual Sale of 
Furniture, Rugs, Draperies, and House- 
wares.” 


By the time August comes around most of 
the “August” events are spent because they 
started in July. However, we continue to 
feature these to a certain extent. “Back to 
College” and similar promotions are the big 
promotions of the month. There are also 
piece-goods sales, and the early fall arrivals 
in millinery, shoes, and apparel are shown, 
of course—not in a big way, but just for 
the sake of a start into the new season. By 
this time summer merchandise looks pretty 
monotonous and new arrivals are more 
tempting by contrast. 

September marks the beginning of a new 
season and requires a complete change in 
display atmosphere. Quite a number of 
stores present fall showings, consisting of 
an entire battery of windows devoted to 
fall apparel and accessories, along with 
school apparel. ‘The “September House- 
keeper's Sale” is a presentation of needs 
for October moving days. 

October is customarily one of the best 
months of the year for the retailer, for it 
means the end of warm weather and the be- 
ginning of cooler days; this, in turn, calls 
for heavier apparel, which is naturally more 
expensive. In this month we hold a store- 
wide sale, of several days’ duration, on this 
kind of merchandise. Hallowe'en displays 
are also called for in October, and some 
stores conduct harvest sales. 

November is a quiet month as it is just 
before the Christmas rush begins. However 
“National Silver Week” and “Nationa 
Children’s Week” are scheduled for Novem- 
ber, and there are also the Thanksgiving 
promotions of silver, glassware, china, and 
linen. 

And now for the last month, the largest 
the year in dollars and cents volume for th 
merchant. Preparations are made early {0 
Christmas business. The store, from bast 
ment to top floor, is completely and elab 
orately decorated. The toy department 
enlarged and special animated toy windows 
are featured. The windows reflect the spit 
of the season. Special cards are useé 
throughout the store, and the cash registers 
begin to ring in a big way. Several days 
before Christmas eve a series of institu 
tional displays are presented, offering se* 
sonal greetings—and completing bus) 
twelve months for the display department 
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DISPLAY 


...on and off the record 












—A string of twenty-five fish rightly belongs with this photo- 
graph, but there just isn't room to show it. Anyway, the 
scene is Gull Lake, Minn., and in the first boat are Mr. and 
Mrs. George Wagner, J. L. Brandeis & Sons, Omaha, and 
in the second are Mr. and Mrs. Fritz Oltmanns and a friend; 
Oltmanns operates the Omaha display firm of that name— 


—Most of the members of the display department of Watt & 
Shand, Lancaster, Pa. Standing, Elmer A. Kipphorn, first 
assistant; Jean Bohlyn, and Lamont A. Ware, display man- 
ager. Stooping in rather precarious relationship to that 
cactus is Lloyd Finnefrock. . . . Carl Mann, also with the 
department, was in the hospital when the picture was made— 


—This is the Staines family, of Tulsa, where Richard is dis- 

play manager for Vandever's and Mrs. Staines is interior 

display manager. Nancy, at the left, is a junior at A. & M. 

College where she is studying architectural engineering. 

Richard, Jr., is in a V-12 unit of the U.S.N.R. and is sta- 
tioned at the University of Texas— 
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Wu ave 


cordially invited to view the 
New Darling “Style-Center”’ 
Mannequins and a Most 
Complete Line of New 

Apparel Forms and other 

New Darling Displays 

, of Dartex Composition and 
“sal Darcraft Papter-Mache, at the 

| Jil Morrison in Chicago, and at 
17 our Office—735 Marbridge 
on Building, New York 
Fy N.A.D.L Market Weeks 





~ BE SURE TO ENTER THE 5TH 
WAR BOND WINDOW CONTEST 
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And There 


—These displays run the gamut from such simple properties as a wagon wheel and lantern to 

an elaborate, miniature setting which suggests the “Ruins of Athens." Just above is a window 

from Phil A. Halle Company, Memphis. ... Upper right, by E. Lawrence Vollmer, J. N. Adam & 
Co., Buffalo. . . . Below, by John R. Sims, Harzfeld's, Kansas City, Mo.— 
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For a promotion on summer frocks, W. D. 
King, display manager for Phil A. Halle 
Company, Memphis, chose homely proper- 
ties and over-size Southern flowers for at- 
mosphere. Specifically the work of Thelma 
McReynolds and Tom Wells, display assist- 
ants, the window pictured here was a por- 
tion of a veranda scene, carried out in soft 
shades of morning-glory blue, rose and 
white to create an impression of coolness 
and comfort for the warm summer days. 
The background proper was done in morn- 
ing-glory blue. The props consisted of white 
clapboard for the left wall, and a white 
barrel-table trimmed with blue fringe and 
topped with a centerpiece of magnolias. 
Directly above the barrel is a light fixture 
made from a wagon wheel, with a lantern 
suspended from the center and topped with 
magnolias. 

Directly above is an unusual display done 
by E. Lawrence Vollmer, who directs dis- 
play for J. N. Adam & Co., Buffalo, and 
featuring the Hattie Carnegie label. One 
millinery head peers through the opening 
in the broken-away section of the upper 
part of the framework, another is seen above 
the simulated wrought-iron gate, and other 
hats are placed directly on the gate itself. 
Natural ivy was placed along the window 
ledge. Each of the open wings of the unit 
contained a reproduction of a graceful ewer 
holding sprays of leaves. The entire unit 
was touched up with crack lines here and 
there to create the appearance of antiquity. 
The floor was covered with square sections 
having a marbleized finish. 

From Kansas City, Mo., comes the treat 
ment seen at the left, done in exquisite de- 
tail for an 18-by-24-inch bridal display case. 
It is the work of John R. Sims, Harzfeld’s, 
and consisted of miniature columns having 
an appearance of great age, a small figure 
in the foreground, and tulle clouds suspend 
ed against the upper background. The floof 
was covered with gold flitter. An impressiom 
of depth is gained by other columns painted 
in perspective on the background. 
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It seldom happens, but it did recently in 
the closing paragraph of an address given 
before the Chicago Federated Advertising 
Clubs by William S. Street, vice-president 
and general manager of Marshall Field & 
Co. His address was entitled: “What’s 
Ahead in Merchandising,” and in the clos- 
ing sentence he said: “Retailing also will 
have to learn to make its own improve- 
ments, after the war, from the lessons it 
has learned during the war. But, retailing’s 
important part in the future welfare of our 
economy will be best reflected by the im- 
provements in the methods by which it dis- 
plays and advertises and sells its merchan- 
dise and by the breadth of its assortments 
rather than by the ways in which it restricts 
and discourages its customers’ desire.” 
Placing the importance of display first in 
post-war planning is indeed a compliment 
and a challenge to seek improvements, so 
that display can fulfill its destiny. 


Will the display profession accept this 
challenge and seek improvements in the 
methods by which it displays its merchan- 
dise? 

Will the display profession be capable 
enough to meet the great change-over from 
war to peace-time reconversion? 

Will the display profession have enough 
intelligent leaders to lead us wisely or will 
we bog down as we have done so many 
times in the past? 

Will the display profession be a_ better 
profession after the war than it has been 
during the war? What will make it better 
or worse? 

Will the displadies continue to be a part 
of display and be accepted on an equal basis 
strictly on merit, skill and experience? 

Will the returning soldiers, sailors, mar- 
ines, as well as women in the armed forces, 
bring home to display a new type of display 
presentation ? 

With the unionization of all retail selling 
forces will the display departments of these 
stores enter with these unions or form a 
national union of their own? 

Will displaymen be big enough and well 
organized enough to make themselves heard 
as the logical people to step in and display 
for television? 

Will the show window with its third di- 
mension become a screen for television? 

Will the mannequin of tomorrow. talk, 
walk, sit down, rise and turn with radar 
or some new form of radio control? 

These questions and many more face us 
as we look ahead to summer, display mar- 
ket weeks, conferences and lawns that need 
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| Think this over 


BY FRANK G. BINGHAM = 





cutting, to say nothing of golf clubs that 
need exercising. 

One thing the display profession can be 
sure of today is the forthcoming Fifth War 


Loan drive with its great national dis- 
play contest sponsored by the National As- 
sociation of Display Industries and DIS- 


PLAY WORLD. Start thinking of real 
knock-down and drag-out ideas now, so that 
when the opening day comes on June 12, 
your windows will be the talk of the town. 
These windows will need to be different 
than the original war-time jobs we put in 
a couple of years back. 

Buying bonds has become a habit with 
some, but to jar them into buying more is a 
tough assignment for display. Bombing of 
one of our cities by the enemy would do it, 
but who wants that done? So swipe away 
the cobwebs, and create a new kind of a 
war window that will sell bonds! The man- 
ufacturers and this magazine are staking a 
three thousand dollar claim on your ability 
to strike gold and shorten this war! 


Jim Beardsley, formerly with Gardner Dis- 
plays and recently with Montgomery Ward 
& Co., at Detroit, jumps into a sailor suit, 
leaving two sweet kids at home to say noth- 
ing about his charming wife; she was Karl 
Roth’s daughter before her marriage and 
still is, only she answers to Jim first and 
Karl second now. ... Best of luck, Jim... . 
Betty Marquardt, formerly with Earl Groth 
& Co., Fort Wayne, joins Robertson’s, 
South Bend, as assistant display manager. 

. Fay Cargill, formerly with Robertson’s, 
joins Max Adler Men's Store, also of South 
Bend. 

WORDISPLAYS from the N. R. D. G. A. 
promotion clinic at Cincinnati, too late for 
the April issue—A new era for the display 
profession unfolded itself slowly but surely 
on April 5, from the opening remarks by 
E. H. Hunvald, publicity director of Pizitz, 
Birmingham (who has a sense of humor 
and honesty of thought for all branches of 
promotion), to the final closing remarks by 
J. Roger Fisher, publicity director, Joseph 
Horne Company, Pittsburgh, and Neil Gal- 
lagher, publicity director, Sibley, Lindsay & 
Curr, Rochester, N. Y.... Display was ably 
represented by such personalities as Carl V. 
Haecker, W. T. Grant Company, New York; 
Robert J. Marimon, The Higbee Company, 
Cleveland; Ralph M. Gollahon, interior dis- 
play manager, Shillito’s, Cincinnati; Findley 
Williams, Sears, Roebuck & Co., Chicago; 
John Dubuisson, Cain-Sloan Company, 
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Nashville. ... The open forum type of mee:- 
ings was used and, notwithstanding some 
detours from the main points, some interes:- 
ing discussions developed. .. . Findley Wi!- 
liams’ presentation on the three pillars of 
publicity, using as example the scales of 
justice with display as the center support 
and radio and newspaper advertising as the 
balancing trays—plus a strong plea for con- 
structive action—was to me the highlight of 
the session. . . . Displaymen and displadies 
attending this session were repeatedly in- 
vited to voice their opinions, but the ma- 
jority, being invited guests, did not tell their 
hosts, the publicity men, what they actually 
thought. Many present, including the 
writer, could have said things that perhaps 
were much better left unsaid; in fact, an- 
tagonizing promotion men has done more to 
hinder than to advance display; heated ar- 
guments never weld the bands of unity. ... 
For once the display profession wisely con- 
ducted themselves in a manner that will 
carry us forward into the N. R. D. G. A. 
as a display division group. After this is 
done and we become a “force in strength” 
many worthwhile projects, surveys, facts, 
and data can be assembled to prove to the 
merchant and sales promotion men the real 
merits of our cause. That day can now be 
seen down the road of tomorrow as surely 
as our own great victory in the theatre of 
war. ... The second important accomplish- 
ment and a much more immediate one was 
the announcement by the National Associa- 
tion of Display Industry and DISPLAY 
WORLD, in cooperation with the War Sav- 
ings Committee of the Treasury, of a na- 
tional window display contest with $3,000 in 
War Bonds as prizes. The two best win- 
dows in two classifications in the Fifth War 
Loan drive will have a $500 War Bond as 
a reward, and there will be many other 
worthwhile prizes, all in Bonds—what a con- 
test! ... Those two first prizes, my friends, 
total half a year’s wages for some in the 
display profession, a third of a year’s wages 
for many and a fourth of a year’s wages 
for others; you go on from there! ... An- 
other feather for the displadies : Helen Leis- 
gang has been appointed assistant interior 
display director at Shillito’s, Cincinnati. The 
interior display job in this store is certainly 
a sight for every merchant to see, and the 
staff behind this job is, as usual, interest- 
ing as the job itself—nearly all girls and all 
with art training; eighteen to be exact! 
Ralph Gollahon, interior, and Bill Arinow, 
windows, take a deep bow. . . . George Sil- 
vestri and Phil Goldberg should be taken 
overseas to tell stories to the boys. Jack 
Pollari, Karl Roth, Oscar Lee, Irving Sha- 
piro, Joe Apolinsky, Bernard Gorman, and 
yours truly laughed too much at some of 
these tall tales that go on forever in the 
Goldberg-Silvestri dialects. The Quiz 
Kids at the Wednesday luncheon put the 
answers out almost before the questiens 
were asked. I would like to have one of 
them in my display department to answef 
some of the boss’ questions. . . . John Nich- 
ols, Kern’s, Detroit, gave a fine plea for 
display and reported a 400 per cent increase 
in a self-selection luggage department. Facts 
and figures like these will sell display faster 
than anything else... . Bud Marimon, Hig- 
bee's, reported a flashlight that was averag- 

[Continued on page 84] 



























































FIGHT BY HIS SIDE! — Enter the FIFTH WAR LOAN National Window Display Contest 
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DISPLAYMEN! 


“3000 


IN WAR BOND AWARDS 
for the 


best WAR BOND 
SELLING WINDOWS 


IN THE Oth 


WAR BOND 
DRIVE 


Announcing A NATIONAL 
WINDOW DISPLAY CONTEST 











The Show Windows oi 


National Window Display Contest 


Every displayman in America will want to give expression to his patriotism by participating in this National Window 
Display Contest. Your aid has been requested and declared ESSENTIAL to insure the success of the huge FIFTH 
WAR LOAN. Let's draft the full power of display for this tremendous task and with our dramatic genius inspire the 
public to greater Bond purchases than ever before. The task is huge; the time is short; plan now to do your part. 


RULES OF CONTEST 






FOR THE 

















H ENTRIES .. . All window displays are eligible if devoted 
to the FIFTH WAR LOAN and if installed during the offi- 
cial period of the drive, June 12 to July 8. More than one 
photo may be submitted, but a contestant is eligible for 
only one award. 


2 PHOTOS .. . Photographs must be 8 by 10 inches, 
with identification on back only, giving name of con- 
testant, name of store, complete address and dates when 
window was on view to public. All photos become the 
property of the contest committee. 


3 CLOSING DATE... The contest closes July 20, and 
all photographs must be received by midnight of that day 
by the War Bond Contest Committee, care DISPLAY 
WORLD, Cincinnati |, Ohio. 


4 PRIZES . . . The contest will be judged by a distin- 
guished jury of five and the War Bond awards will be 
issued to the store's display manager. All decisions will 


be final. 


OFFICIAL SLOGAN AND THEMES 
Back the Attack . . . BUY MORE THAN BEFORE 


These additional slogans may also be used: 


|. FIGHT BY HIS SIDE 


2. DO MORE THAN BEFORE 


3. JOIN THE FIGHT 


4. BUY MORE THAN BEFORE—IN THE FIFTH WAR LOAN 
5. BUY MORE—DOUBLE WHAT YOU DID BEFORE 


However, the imagination and originality of the displayman should be used freely to create dramatic and powerful 


Bond selling windows. 
following schedule will be helpful: 


MILITARY WEEK .. . First week of drive. Concentrate 
on the military phase of the war, the armed forces, impor- 
tant battles, national and local war heroes, etc. 


WOMEN AT WAR . .. Second week of drive. Emphasize 
the important contribution of women to the war effort: 
Wacs, Waves, Spars and Marines, Women in Industry, etc. 


HOME FRONT. .. Third week of drive. Rationing, con- 
servation, salvage, victory gardens, inflation, war produc- 
tion, etc. 


VETERANS WEEK .. . Fourth week of drive. Care of 





Sponsored by THE NATIONAL ASSOCIATION O'S 
WAR FINANCE DIVISION OF T!: S. 


ENDORSED BY 





The continuity of the display program for the duration of the drive is important and the 


the wounded; rehabilitation; reeducation; mustering out 
pay; reemployment. 


FLAG DAY ... June 14—Develop themes on the flag, the 
symbol of the American way of life. 


FATHER'S DAY ... June 18—A rare opportunity to make 
a WAR BOND the preferred gift for father. 


INDEPENDENCE DAY . . . July 4—Themes that emphasize 
the heritage of freedom and opportunity that is America’s 
boast. 
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Write 











$3000 In war BOND AWARDS 
PRIZES 


What more appropriate awards in such an event than War Bonds! The total of $3,000.00 in War 
Bonds has been divided into two classes, the prizes being identical for each group and consisting of 
ill twelve awards. You can win one of them. 


CLASS ONE CLASS TWO 


Displays in Cities of 100,000 Population and Over Displays in Cities of Less Than 100,000 Population 
FIRST PRIZE. . . . $500.00 in War Bonds FIRST PRIZE. . . . $500.00 in War Bonds 
SECOND PRIZE . . $300.00 in War Bonds SECOND PRIZE . . $300.00 in War Bonds 
THIRD PRIZE . . . $200.00 in War Bonds THIRD PRIZE . . . $200.00 in War Bonds 
FOURTH PRIZE. . . $100.00 in War Bonds FOURTH PRIZE. . . $100.00 in War Bonds 
FIFTH TO TWELFTH . $ 50.00 in War Bonds FIFTH TO TWELFTH . $ 50.00 in War Bonds 


JUDGES 
ful 


“a This distinguished jury of five will judge this contest and all decisions will be final: Commander Edward J. Steichen, 
United States Navy, Washington; Walter K. Nield, Vice-President, Young & Rubicam, Inc., New York City; Lew Hahn, 
General Manager, National Retail Dry Goods Association, New York City; Irma Ericsson, Advertising Manager, Shul- 
out ton, Inc., New York City, and R. C. Kash, Editor, DISPLAY WORLD, Cincinnati. 


the PATRIOTIC EXHIBIT . . . Plans are now being made to prepare an exhibit of all photographs entered 
in this contest for public view in cities throughout the country, after which it will become a part of 
the Treasury's archives in the history of the financing of the war. 


DATE OF DRIVE---JUNE 12 TO JULY 8 
Quota *16,000,000,000---86,000,000,000 to Individuals 


ISPLAY INDUSTRIES AND DISPLAY WORLD 
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~S. TREASURY AND WAR ADVERTISING COUNCIL 


A Call to Servic 
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DISPLAY is now confronted with its greatest opportunity to render an urgent and needed service in the pies 
war effort. The War Advertising Council and the War Finance Division of the U. S. Treasury, acknowl- 
edging the tremendous selling power of the country's window displays are appealing to the displaymen 
of America to come to their country's aid to insure success for the huge Fifth War Loan Bond Drive. 
This invitation, flattering as it is to display, is at the same time a challenge to prove what DISPLAY 
can do as a selling medium. In support of our confidence in display's power and the loyal patriotism of 
the country's displaymen, we announce this national bond selling window display contest with a purse of 
$3,000.00 in War Bond Awards for the best bond selling windows. We know you won't fail your pro- 


fession or your country in this war emergency. 
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TWO HUNDRED TREASURY CITATIONS—In addition to the major prize awards there will be eighty-eight 
Honorable Mentions in each class. All winners will receive a Treasury Citation as a token of their fine work in 
aiding the Fifth War Loan. One hundred Treasury Citations will be awarded in each class. 


SPONSORED BY THE NATIONAL ASSOCIATION OF DISPLAY INDUSTRIES 
AND DISPLAY WORLD 
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SURPRISE |... 


full of new surprises for back-to-school, fall and 
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WAY unusual ideas executed in our 


christmas displays . . . 


““tri-dimension’ paper mache and paper sculpture. 


a “must” stop during 


NEW YORK MARKET WEEK — june 26 to 30 
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ee e when you come to 


NEW YORK 
DISPLAY MARKET WEEK 
JUNE 26-30 


here’s a MUST stop! 


We will have for you a complete 
showing of an entirely new line of 


FALL and CHRISTMAS DISPLAYS 


including enchanting creations in — 
paper sculpture designed and 
produced by Ugo Mochi. 


We have an attractive proposition for 
progressive display jobbers. Many 
good territories are still open. 


ART STUDIOS, INC. 


1l West 25th Street . - New York 











These windows consist of the Holy Family, Shepherds, the 


Magi, and a pilgrimage of medieval figures on foot and on 
horseback. They are against a background painted in the 
style of an illuminated manuscript. The quantity and size 


of these figures can be adjusted to meet your window needs. 


Staples Swi 


922 EAST 46 STREET, NEW YORK 17, NEW YORK 





| SUPERB a) mer SUPERB MINIA- 
' Full--Vue TURE PLATFORMS 


. t In quarter, half, full 


round sets of 3 pieces 


D 7 
| aT 4 3 sizes .. . 2 Finishes b he . per set. 
| pROM ee FROM $3.25 to $5.90 
$5.95 to $1 1.50 ea. ; an vel PER SET 
{| 1 ? t 
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+ 
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| 
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GLORIFIED PANELS 


Beautiful art work re- 
created in many colors 
.. mounted on 48'’x60” 
Seamless Paper sheets... 
deckled edges. 


PRICE: $495 each 














DISPLAY CREATORS 
MANUFACTURERS 





GLAMOUR 
PANELETTES 


Fine art work in many 

colors on 36" x 48” 

Seamless Paper... 
Deckled edges. 


PRICE: $3.50 each 








DISTRIBUTORS: A few choice 
territories still available; write 


PERMA-TILES —stating territory you cover. 
For walls, floorings, etc. 


29 beautiful colors and 
subjects. Size 10’’ square. 


FROM 50° to 60° ea. 
INDISPENSABLE TO BETTER SELLING 











ee ate Be SA LE INON Oe pnemieda oy LARS 





FACIL FAB 
CANDY STRIPE SUPERB MARBLE 


ereepeide — PEDESTALS 
Rust and White —_ pe 
Orange and White = In ae ta and 
Burgundy and White = : ° a 
Cerise and White = : FROM 
1%" $1.50 — 2” $2.50 $7-75 each to $] 1:25 
4" .. $4.50 — 6”... $6.50 oe per set of five. 
ROLLS 25 YDS. LONG 





SUPERB WHITE 
MARBLE TRIANGLES, 
OBLONGS, SQUARES 


FACIL FAB AND 
SEAMLESS PAPER 
STREAMERS 


Processed in beautiful 


colors. 


FROM 50° to $1-35 
EACH 


$7-75 ea. to $] 1:5 
PER SET 











COLOR-FULL 
CUTOUTS 


For every display 
die cut . . . heavy 
cardboard ... 
Size 30” x 40” 
PRICE: $3.75 each 
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Under any conditions, quality and service go hand in hand in 
making—and keeping—customers. We, at Arrow, have never 


lost sight of that fact. For more than a quarter of a century, 


the quality of Arrow display products has set a standard 
enthusiastically endorsed in the display industry. And, in 


these times too, although conditions justify a lack of service, 


HANDEE-SPOT 
MIRRORS 


In 3 shapes... va- 
rious easily adapt- 
able sizes. 


Remember, you can depend on Arrow for quality PLUS service. FROM 
: 50° to $] -50 each 


Arrow can and does deliver promptly. That is why Arrow 


is a dependable source wherever service is imperative. 





@ DISTRIBUTORS THROUGHOUT THE UNITED STATES AND CANADA e 


®@ The Arrow products illustrated represent only a few of the largest 
line of its kind in America. Send for free catalogs and the name of 
your nearest Arrow distributor. 


See the latest Arrow creations on dis- 
play in the showrooms of the finest 


distributors in Chicago and New York. 





SUPERB 8-SHELF 


Wood Displayer 
#MS 8—74” high 


37 NORTH SEVENTH ST., 


PHILADELPHIA 6, PA. 








Deep-Nap 
VELO-RAY 


The perfect covering— 
11 lustrous, velvety col- 
ors... in rolls, size 25 
feet x 27 inches wide. 


$495 PER ROLL 


RICH LUSTROUS 4DEEP NAP 
is 


|VELO-RAY 
q 


THE PERFECT COVERING 
2 


DI-LON GEMS 


Decorative paper recre- 
ations of marbles, wood 
grains, leather. 


IN SHEETS and ROLLS 








PRICE: $7-50 each 





DISPLAY 


Accent On... 


—For a Red Cross fund-raising drive, H. K. Melnicove, The Hecht Com- 
pany, Washington, used the diorama seen in the left column; figures, 
cast in plastic, were 2 feet high; the diorama complete, 12 feet by 5 
feet. . . . Next is an AWVS display by Laszlo Gabor, Kaufmann's, 
Pittsburgh. . . . Third, a crowd-stopper by Adrian Delsman, Frederick 
& Nelson, Seattle; the "cracked" glass was given realism by fastening 
actual pieces of broken glass on the glass around the bomb, and scat- 
tering other pieces on the window floor. . . . Upper right, Russell Kehrt, 





No Averecer bighlnr New Stal’ Ful To Reture bor Lack OF Blood Ylasma® \ 
$ 2-5 @ = 





4 WOMENS VOLUNTARY SERVICES 


FIGHT BY HIS SIDE! — Enter the FIFTH WAR 


WORLD 


PATRIOTISM 


Jenny's, Cincinnati, created a blood-donation scene behind 
Red Cross; correct equipment was used, and water colored w Tintex 
dripped constantly into the bottle and into a concealed barre. . . . Sec. 
ond, by R. W. Vogtman, Barker Brothers, Los Angeles; the background 
was built up by appliqued paper in various colors. . . . Below by £ } 
McKechan, Woolf Brothers, Kansas City, Mo., for a War Bond drive: 
the window showed a dead soldier sprawled on a beach; the c: 

"And all we are asked to do is to lend our money... 
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LOAN National Window Display Contest 
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We cordially extend an invitation to 
Displaymen to visit our new Showrooms 


CHICAGO MARKET WEEK 
JUNE 21-22-23-24 


See! Fascinating Fur Presentations 
Joyous Back-toSchool Settings 
Colorful Autumn Portrayals 
Appealing Xmas Fantasies 


NEW-EXCITING-HEART WARMING MATERIAL 
TO INTEREST THE EXACTING DISPLAYMAN 


GOchackS k's 
“SINCE ene NC 


319 WEST VAN BUREN STREET .. CHICAGO 7, ILLINOIS 














OUR ENTIRE LINE OF 


MANNEQUINS 


NOW 
READY! 


We consider 
our new lines 
of men’s, wom- 
en’s and chil- 
dren’s manne- 
quins the best 
we have ever 
produced, in- 
corporating all 
popular fea- 
tures. The 
models are in 
keeping with 
modern dis- 
play tastes 
and the crafts- 
manship is un- 
excelled. We 
are in position 
to accept or- 
ders placed 
now for 
prompt de- 
livery. 


Write for Photos Today 
DISPLAY MANNEQUIN, Inc. 
257 West 17th Street NEW YORK 


CHICAGO: The Fixture Mart, 314 Jackson 
Blvd. 





MONTREAL: Modern Display Fixtures, 460 


St. Catherine St., West. 














SAVE TIME! SAVE LABOR! 


USE THESE 
SIZE DIVIDERS 


To Make Selling Quicker, Easier 


42 
xR 
Cv 


piiiaieiies 5 


16 








—E 
EVERY STORE NEEDS THEM 


Size control made easy at low cost. Two types. 
Round Lumarith (non-inflammable celluloid) for 
general store use. Cannot fall off rack. Beauti- 
ful in appearance. All sizes from 1 to 54. Actual 
size, 23," diamerter. White pressed cardboard 
for stock room use. The favorite for many years. 
All sizes from 12 to 50. Actual size, 10c 


12” high by 4” wide. Either style, each.. 
NATIONAL HANGER CO. Inc. 


Immediate Delivery 
545 EIGHTH AVENUE NEW YORK CITY 








USE TRE 


OPPORTUNITY EXCHANGE 
For ary WANT AD purpose: 
POSITION WANTED POSITION VACANT 
PISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$3.00 Per Column Inch — CASH WITH ORDER 
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DISPLAY WORLD 


Your 
Column 





I was greatly disappointed upon not re- 
ceiving the March issue of DISPLAY 
WORLD, no doubt because of my recent 
change of locations. I’ve been an ardent 
follower of your magazine for the four years 
prior to my induction into the Army Air 
Forces, where I’m now stationed (in the 
most desolate part of Alaska). DISPLAY 
WORLD is my only connection with any 
phase of display. 

Prior to my army career I was display 
manager of Roebuck & Co., Beau- 
mont, Texas, and was formerly with The 
Fair, Inc., of Beaumont. 

I should also like to compliment you on 
your grand January issue; its photographs 
were superb and I enjoyed the articles very 
much. — Cpl. Jack E. Tichacek, ASN 
38411039, Station No. 13, ATC, APO 976, 
care of Postmaster, Minneapolis. 


Sears, 


We are pleased to enclose our check for 
$5 corresponding to a two-year renewal 
subscription. May we congratulate you on 
the fine quality of your magazine DISPLAY 
WORLD, and add that we trust to be in- 
cluded among your subscribers for many 
years to come—La Filosofia, S. A., La 
Habana, Cuba. 

We have received a letter from a well- 
known advertising agency asking for infor- 
mation about our Buddy Poppy sale for a 
bulletin which they are preparing for some 
250 department store clients. We have al- 
ready given them the information they re- 
quested, but we thought you might like to 
know about it as we feel sure it traces 
back to the splendid support which you 
have given to our appeal in the past in 
DISPLAY WORLD.—G. W. Leffingwell, 
Veterans of Foreign Wars, New York City. 





Attached is a letter I wrote to Ken Mc- 
Cafferty of Sears, Roebuck & Co., Long 
Beach, Calif., commending him on his fine 
piece of work in DISPLAY WORLD for 
March —the subject of which was “Con- 
densed Principles of Card Layout.” Thought 
you might like a copy of this letter.—Carl 
V. Haecker, assistant director of sales pro- 
motion, W. T. Grant Company, New York 
City. 

The best displays are not always seen 
in the larger cities. Also the top display- 
men are not all located in the big towns. 

Considering what the small-town display- 
man has to work with, and the amount of 
money he has to spend, brother, take it 
from me he is a financial expert in juggling 
his budget, and knows his display business 
from A to Z. Most of the small-town dis- 
playmen I have had the pleasure of knowing 
are first-class magicians in the art of pull- 
ing top displays out of the hat at very 
little cost. 


FIGHT BY HIS SIDE! — Enter the FIFTH WAR LOAN National 
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I know a certain displayman in a smal] 
Western town of about 30,000 who is ing 
a display job equal to anything seen the 
larger cities. I refer to Clare Cutter, of 
the Hart-Albin Company, Billings, nt. 
Week in and week out, Clare creates very 
outstanding displays for this fine Western 
fashion store. 

It is my opinion, that with all things 
equal, the top displaymen are the so illed 
small-town ones who in reality are the big 


displaymen. I agree in part with the dis- 
play person from San Diego who stated inp 
a recent issue that small towns should be 
given more space. I don’t believe DISPLAY 
WORLD should take out the IAD section, 
but should, in turn, create a new section 
for the showing of small-town displays.— 
Chicago. 


Many thanks for your nice letter and the 


book. All I can say is, “You're really a nice 
guy.” That slang sentence expresses more 


true sentiment than a book of high-hatted 
words, and I want you to know how much 
I appreciated what you did. I have read 
your letter carefully and glanced through 
the book; you have given me plenty to think 
about and I am sure when I am through 
with that process of mental digestion things 
will look much clearer to me—W. E, 
Schrage, Saul’s, Gainesville, Ga. 


One of my store clients is anxious to solve 
a problem relative to their fluorescent light- 
ing system. They find that in the summer 
months these lights draw a great number of 
insects which are a problem all through the 
season. Do you know if the use of a yellow 
or amber tone of tube lighting would have 
any effect on the insects. This is a 
problem I would like to solve before the 
season arrives and any information will be 
greatly appreciated—Edward E. O'Donnell, 
Binghamton, N. Y. 

(This question was referred to Marshall 
Newcomb, Sylvania Electric Products, Inc., 
Danvers, Mass. His reply: “Your inquiry 
on the part of your reader concerning the 
effect of fluorescent lamps on insects brings 
up rather an interesting question which has 
been studied quite extensively. 

(“The first result of the study is that 
brightness and total light from the lamp 1s 
the important thing in attracting insects. 
Since the brightness of a fluorescent lamp 
is lower than the brightness of other types 
of light sources, it can be expected that 
actually a fluorescent lamp will have less 
attraction for insects than the other sources 
The study indicated that yellow and amber 
colored lights would attract insects less 
than white lights, but it was felt that this 
color attraction was a result of lower 
brightness. No evidence was obtained indi- 
cating that color alone had any effect upo! 
the attraction of insects to lamps. 

(“From these studies it would seem that 
if your subscriber wishes to maintain a high 
level of illumination, he can do very little 
about the insect-gathering question. Th 
use of yellowish or amber lamps—or use 
sleeves over lamps, resulting in such colof 
—will reduce his insect-gathering, but it W! 
reduce his total illumination.’’) 
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—From Goldblatt's store on State street, Chi- —— 
cago, comes this idea to help dramatize War RS 
Bonds. The idea originally appeared as a | —— 
window display. It has been adapted here into | ' {| 
a post decoration, and lends itself particularly Lt 
well to this purpose since the post serves as a | '~ 


stand to hold the beams of the scale— — 
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—Following up the two pages of sketches on 


GME / \ "ladder panels" in the January issue, here is 

pe \ an added feature as used by The Fair Store, 

fant BONDS __\ also of Chicago. A square piece of veneer was 
a Ree 2 ee placed in the center of each opening in the 


ladder to serve either as a decorative fill-in, 
or as a shelf. These were mounted on dowel 
rods which enabled them to be adjusted at any 
angle. No. | shows all squares upright; No. 2, 
alternate squares placed horizontally; No. 3, 
squares are tilted— 








—For your coming mid-summer promo- 
tions, or for any similar events, this idea 
may serve well as a counter "“drama- 
tizer."" The unit consists of a series of 
steps surmounted by a shelf supported 
by circular ends. These hold a sign as 
shown, topped by "Look,'’ with the two 
middle letters represented by a pair of 
glasses— 
































—It is good merchandising to col- 
lect in some one place in the 
store a group of items for the 
boy or girl in service. With this 
idea in mind, we show an excel- 
lent counter display so designed 
that the same treatment can be 
followed on both sides of the 
unit— 

















FIGHT BY HIS SIDE! —Enter the FIFTH WAR LOAN National Window Display Contest 
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Beauty...and Sales Appeal 
To Welcome You At Chicago 








Select your mannequins in Chicago's largest mannequin salon . . . Still 
on hand—Metal stands, racks, blouse shells, coat forms, men's wood 


fixtures, chairs, etc. 


WINDOW AND INTERIOR DISPLAY OUTFITTERS 
212 S. FRANKLIN STREET e CHICAGO, ILLINOIS 
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Title Registered U. S. Patent Office 


Combined with 
CHANTS RECORD AND SHOW 


ed on the Fifteenth of Every 
DISPLAY PUBLISHIN 
Cincinn fe): 


st 





OUR PLATFORM 


1. The Promotion of Display. 


2. More Display Cooperation by Manufacturer 
and Merchant. 


3. Advancement of the Display Service Business. 


4. Practical Service to the Display Profession 
and Industry. 


5. Greater Appreciation of Display's Power in 
Merchandising. 








6. Absolute Independence of Our Editorial 
Columns. 
VOL. XLIV.—- MAY, 1944 No. 5 





Fifth War Loan 
And Display 

Retail executives meeting with represent- 
atives of the U. S. Treasury Department in 
Los Angeles early this month to complete 
plans for the Fifth War Loan drive in that 
territory were addressed by Joseph L. Wil- 
liams, manager of the Sears, Roebuck & Co. 
store at Long Beach. He emphasized the 
fact that during the Fourth War Loan drive 
downtown Los Angeles stores used an aver- 
age of eighty-three window displays per 
week in support of the campaign, whereas 
there actually were approximately 1,500 win- 
dows available. 

In other words, only about 5% per cent of 
downtown Los Angeles’ display windows 
were used to back the last War Loan pro- 
motion. And it is safe to say that Los An- 
geles’ display support probably was no 
better or worse than the average community 
throughout the country. 

This situation must be changed for the 
Fifth War Loan drive which gets under 
way on June 12 and continues through July 
8. Putting some 6 per cent of the display 
windows of America back of this effort is 
not even close to being enough. It is noth- 
ing like the record rolled up by many cities 
during the time when the Victory Display 
Committee was functioning. 


This next Bond campaign will be the 
hardest yet to put across; everyone is agreed 
on that. Sixteen billion dollars worth of 


Bonds must be sold—and six billion of that 
amount must be sold to the people who buy 
in denominations of $25, $50, or $100, and 
seldom higher. That means that the man 
in the street must have the message of the 
Fifth War Loan drive hammered home to 
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him as never before. The radio, news- 
papers, and other publicity media will be in 
there pitching, and it is up to display to do 
likewise. 

And it begins to look as if this will be 
the case; that displaymen will come 
through. Many have already written in to 
DISPLAY WORLD of their plans to get to- 
gether with other displaymen in their com- 
munities and work out an arrangement to 
get more displays back of the drive than 
ever before. Also, remarkable interest has 
been shown in the national display contest 
being sponsored by the National Association 
of Display Industries and DISPLAY 
WORLD. This is being publicized, volun- 
tarily, by special announcements by retail 
trade associations, the U. S. Treasury De- 
partment, the Retailers’ War Campaign 
Committee’s bulletin, many trade papers— 
even one which reaches the seemingly un- 
related field of some 65,000 shoe repair deal- 
ers, each of which is being urged to put in 
at least one display. 

If you have not already started your plans 
for displays during the time of the Fifth 
War Loan drive, do so now. The need is 
really urgent. And it is an excellent oppor- 
tunity for display and displaymen to show 
that they can do a job when their country 
calls. 


A New Cooperative Spirit 
In The Display Industry 


One of the most encouraging indications 
of solidarity on the part of the display in- 
dustry today is the cooperative, friendly 
spirit which seems to be a common charac- 
teristic among the makers of display sup- 
plies and equipment. They are working to- 
gether in the face of mutual problems of 
manpower shortage, lack of raw material, 
and shipping difficulties. 

Typical of this feeling is a letter written 
by a competitor recently to Trowbridge 
Stanley, president of L. A. Darling Com- 
pany, when the company was presented with 
the Army-Navy “E” for excellence in war 
production. The letter follows: 

“This is to record for you and your asso- 
ciates the sincere and cordial congratula- 
tions of all of us for your having earned the 


Army-Navy ‘E’ award. 
“We believe that this recognition of a 
display manufacturer as an essential and 


important part of American industry can 
reflect only goodness and dignity upon the 
industry as a whole; and we as a tiny part 
of this industry must be pardoned for preen- 
ing ourselves in the light of your reflected 
glory. 

“All of us here, I believe, know the work 
and sweat and sacrifice that contributed to 
your earning this award, and we repeat our 
sincere and cordial congratulations.” 

One can hardly comment on this coopera- 
tive spirit in the industry without giving a 
big portion of the credit to the National 
Association of Display Industries for the 
splendid work the organization has done in 
uniting the various factors in one group; 
threshing out mutual problems at regular 
sessions; maintaining a broad and sensible 
viewpoint on the differences of opinion 
which inevitably arise in any association; 
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and working sincerely and earnestly for ; 
advancement of display in every way. 1 
N. A. D. IL. has had skillful leadership aod 
already has accomplished much in a c¢ 
paratively short time. With this establis!\ed 
foundation of cooperativeness to build 
the work that the association should be 
able to accomplish over the years can be of 
inestimable value to display and displaymien, 





Save That Waste Paper; 
It's War Material 

Most display departments have done a fine 
job of clearing out old metal for scrap 
drives. The time has come now to give 
more serious thought to saving every bit of 
scrap paper that accumulates, for it, too, 
is vitally important in the war effort. Vor 
example, 100 pounds of waste paper, stacked 
and tied into bundles ready to be picked 
up by a scrap dealer, is just about broom- 
handle high and has no war-glamour what- 
ever. But look at that stack of paper this 
way: 

From one hundred pounds of scrap 
paper will come the following: 11 protec- 
tive bands for 1,000-pound bombs; 17 pro- 
tective bands for 500-pound bombs; 20 pro- 
tective bands for 250-pound bombs; 50 cas- 
ings for 75-millimeter shells; 50 “V”-boxes 
for food and equipment; 100 casings for 
average size shells; 100 fin lock-nut protec- 
tors for bombs; 115 cartons each containing 
ten 20-millimeter shells; 200 containers for 
field rations; 200 containers for blood plas- 
ma; 650 cartons for “K” rations; 1,105 car- 
tons each containing fifteen .50-calibre bul- 
lets; 1,470 boxes for emergency life-boat 
rations; 2,041 cartons for life preserver 
lights; 2,128 cartons each containing fifty 
.45-calibre pistol bullets; 2,911 cartons con- 
taining ten cartridges for inflating life rafts. 

That pile of paper looks different than it 
did, doesn’t it? And while you are saving 
scrap paper in your own department, re- 
member that these figures can be used to 
dramatize a display urging the public to 
save, too. Every bit helps. 





Announce Price Reduction 
On "Plexiglas" 

Rohm & Haas, Philadelphia, has an- 
nounced a general price reduction of ap- 
proximately 10 per cent on “Plexiglas,” well- 
known plastic display material, most of 
which is now being used for Flying Fort- 
ress nose turrets and fighter plane cockpit 
canopies. Company officials admit that they 
have an eye on postwar markets in reducing 
prices at this time; resultant economies are 
being passed on to the company’s govern- 
ment contractors, while encouraging the 
general investigation of “Plexiglas” in post- 
war development work. 





Logan To Dazian's 
Chicago Office 


James Logan, salesman for Maharam 
Fabric Corporation for the past five years, 
has joined the Chicago office of Dazian’s, 
Inc., and will serve the Wisconsin-Indiana- 
Illinois territory as sales representative 
He will continue to carry the complete 


flower and specialty line of Schack’s, Inc. 
Chicago, as usual. 
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7 N “Facil-Fab" 
CW. Patriotic Ensemble 
rly No. D-SI1 N ew ! Construction Board Eagle 





a Facil-Fab’’ 


. Beautiful and effective. Back plaque of Stars and No. 510 

g Stripes. One 12 inch fire-cracker. 50 ’ ; 

Gold front disc. $3. Eagle attractively decorated with Red, 50 
J Size 15 inches x 18 inches............... Each White and Blue on Yellow body. 25 $3. 

a * inches high—18 inches spread........... Each 
|- Lustrous “FACIL-FAB’” OLD GLORY ENSEMBLE No. 4 


it Complete Unit—Flag and Streamer, $7.95 
























to t 
to “Facil-Fab” “Facil-Fab” 
FLAG STREAMER 
x No. D-600 No. D-601 
A most beautiful American a pie Bacerises: pel 
Flag of lustrous ‘Facil- 2 a 
ne Fab.” Size 38” x 65”. Each Stripes.) Lettering Gold 
“ a —_ " a Tinsel. Size 6” x 9". Each 
- $6.75 $1.75 
of 
rte an . aa 
vit * “Facil-Fab” Facil-Fab 
ey 
ng PATRIOTIC TRICOLOR 
ee * BOWS “Facil-Fab” TRICOLOR SHIELDS 
J Red, White and Blue “Facil-Fab” striped combinations 
ne available in 3’, 6”, 12’ and 38” widths. : ; 
st- = 3" x 75’ Rolls....... $3.25 12” x 75‘ Rolls....... sie.ce | Sesutifal conver Pout 
+ No. 148 MEDIUM a Oee..... 5.50 38° x 24’ Rolls....... 8.00 | otic Shields. Made from 
4” x 4” Red, White or Blue Stars. | 12° and 38” “Facil- 
i a . — DIE CUT STARS Packed 72 to a carton. 85c Doz. Fab” TRICOLOR. Sil- 
x Each $1.25. Don't Fail To Visit Our Showroom During | ver tinseled design. 
am si cial N. Y. MARKET WEEK, JUNE 26th to 30th | no. 61138" x 38”. 
rs - Write for Free Catalog of Novelties and Staples. Each $2.95. 
nS, x Size 3° x 6”. Red, See Your Local Display Supplier. 
na- White/Blue Tricolor. No. 610—12” x 12”. 
. Each 60c. FACIL FABRICS CO. |-... $750. 
ete 111 WEST 24TH STREET, NEW YORK I], N. Y. 
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in NEW YORK in CHICAGO 


JUNE 26-30 JUNE 21-24 








N FULL cooperation with the O. D. T., the New York and Chicago groups of the N. A. D. I. have 
made arrangements for two big showings of display equipment to assist you in keeping abreast of 
the latest in new displays. . . . It 1s well-known that home-front morale is greatly influenced by the 
freshness and cheerful note evidenced by up-to-the-minute displays of civilian goods that are now avail- 
able. To keep your store in the front rank of retailers, don’t fail to view the unusual and interesting 
displays of all types that will be shown at our Market Weeks. ... Make your plans NOW to be on 
hand either in New York or Chicago. In both New York and Chicago, local display houses will show 
their goods in their own showrooms. Out-of-town manufacturers will show in the hotel. . . . Make 
your reservations early as every indication points to a record attendance. Remember the dates . . . 
CHICAGO—June 21-24 (Morrison Hotel) ... NEW YORK—June 26-30 (Pennsylvania Hotel). 


* 
Members of the 
NATIONAL ASSOCIATION OF DISPLAY INDUSTRIES 






















Abacot Displays, Inc. Dazian’s, Inc. Messmore & Damon, Inc. Silvestri Art Mfg. Co. 

Adler-Jones Company Decorative Plant Co. Mileo Mannequins Standard Fixture Co., Inc 

Advertisers Display & Display Equipment Corp. Old King Cole, Inc. Staples-Smith Co. 
Exhibits, Inc. Gardner Displays Co. Reflector Hardware Co. W. L. Stensgaard & 

Aladdin Fabrics Garrison-Wagner Co. Rip Studio Associates 

American Fixt. & Mfg. Co. Earl W. Gasthoff Co. Royal Paper Corp. Timbertone Decorative 

Bliss Display Corp. The Greneker Corp. Schack’s, Inc. Co., Inc. 

Bulkley, Dunton & Co. Victor Haida Displays, Inc. Scheuer Art Metal Mfg. Co Jas. B. Williams, Inc. 

LL. J. Charrot Go., inc: B. A. Jacobs Co. Sherman Paper Products Sue Williams Studio 

Coy, Disbrow & Co. A. Lutz Corp. W. M. Zeppen-Field Studios 

Crystal Fixture Co. Maharam Fabric Corp. Nat Siegel Fixture Co. Display World, Associate 

L. A. Darling Co. Mechanical Man, Inc. Shoe Form Co., Inc. Member 
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Want crowd-stopping displays for that big Fifth War Loan Drive which 





starts June 12 and continues through July 8? Then use these BIG, fac- 
simile blowups of Bonds and Stamps. They always give a dramatic 
touch to a display that can be obtained in no other way. (Reproduction 
rights granted exclusively to Silvestri by the U. S. Treasury Department.} 


FAC-SIMILE BONDS 
GIANT BOND, 24” x 44”. Price, each 
MEDIUM BOND, 17” x30”. Price, each 
SMALL BOND, 12” x22”. Price, each 





FAC-SIMILE WAR STAMPS 
12” x12”. Per dozen 








CHICAGO DISPLAY MARKET WEEK, JUNE 21-24 


The sheer size of these giant reproductions makes Plan now to attend this big event, sponsored by the National Association 


them a most impressive aid in the sale of Bonds : 4 ; 
and Stamps. Use them over and over. of Display Industries. Make one trip do it all. 


Silvestri Art Manufacturing Co. 


WASHINGTON BLVD. CHICAGO 6 
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Harveys... 


CARNIVAL 


Down in Nashville, Del Le Sage is turning out displays for Harvey's that are 
outstanding for ideas, execution, and an all-'round excellence remarkable for 
its day after day consistency. Whether his latest group—''Harvey's Flower 
Carnival of Hats''—takes its animal theme from a carnival carousel or from 
Saint-Saens’ "Carnival of Animals" is unknown, but in any event the photo- 


graphs illustrate the elaborate treatment each window received. 
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YOUR pISPLAY MARKET WEEK 
meme CHICAGO « JUNE 21-24 


ARE PART OF THE 
PROGRAM N. A. D. I. 


FURNISH YOU FOR 
YOUR CONVENIENCE DISPLAY SOURCES 


(Members of N. A.D. 1.) 


The Adler-Jones Co. 
521 S. Wabash Ave. 


Aladdin Fabric Co. 
Los Angeles, Calif., Morrison Hotel 





American Fixture & Mfg. Co. 


LAKE $T, St. Louis, Mo., Morrison Hotel 


Bulkley, Dunton & Co. 
RANDOLPH ST. New York, Morrison Hotel 


Crystal Fixture Company 
226 S. Wabash Ave. 


L. A. Darling Co. 
Bronson, Mich., Morrison Hotel 


WASHINGTON BLVD, 


MAOISON §T. - 
Dazian’s, Inc. 


222 N. Michigan Ave. 


MONROE $T. Decorative Plant Co. 
New York, Morrison Hotel 


A0AM A Gardner Displays Co. 
3 ST, Pittsburgh, Morrison Hotel 


Earl W. Gasthoff Co. 


VACKSON BLVD, Danville, Ill., Morrison Hotel 


. Garrison-Wagner Co. 
VAN BUREN ST. 20 E. Congress St. 


Maharam Fabric Corp. 
‘ St. 
CONGRESS ST, = 
Reflector-Hardware Corp. 

2245 S. Western Ave. 


Schack’s, Inc. 
319 W. Van Buren St. 


Silvestri Art Mfg. Co. 
710 W. Washington St. 


$TaTe $T. 


W. L. Stensgaard & Associates, Inc. 
346 N. Justine St. 


wetts iT. 

LA SALLE $T. 
DEARBORN ST. 
WAGASH &veE, 
MICHIGAN BLVD, 


Jas. B. Williams, Inc. 
LEGEND ~ New York, Morrison Hotel 


, = Merrison Hatel *x W.M. Zeppen-field Studios — 
NUMERALS Display Sources Hollywood, Calif., Morr:son Hotel 
anom (Membarsof MA.0.1,) 

QweziI7777s Chicago Loop See Locations on map for your convenience 


(Elevatad 22.) 


OU can't afford to miss this BIG Display Market problems. See the best displays on State Street and 
ie Chicago. Your store Executives can't afford to the Boulevard. ... In addition, attend the highly edu 
let you miss it. For here are the latest display items cational display night planned by the Chicago Display 
is . ae Riss : Club for your pleasure. Make your reservations at 
for Summer, Fall ane — Chicago N. A. the Morrison Hotel (plenty of rooms available now) 
‘. | membe rs will show In their own showrooms. and join the countless display men from all over the 
Out-of-town members will exhibit at the Morrison. Middle-west who have made plans to be there... . 
Karly reservations indicate a record attendance. An (Get set for the best Display Market Week ever held 
open forum will be held to discuss today’s display in Chicago. 


SPONSORED BY THE CHICAGO GROUP OF THE 


PROGRESSIVE 


NATIONAL ASSOCIATION of DISPLAY INDUSTRIES 


MERCHANDISE 
PRESENTATION 
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DISPLAY WHORLS 








Member 


WATIONAL ASSOCIATION 
OF DISPLAY INDUSTRIES 








PROGRESSIVE MERCHANDISE 
PRESENTATION 


...at Siegel's 


| 

| 

| 
Our showrooms have always been a favorite rendez- | 
vous of displaymen visiting the New York market .. . | 
and during DISPLAY MARKET WEEK we want to |, 
welcome you and make you feel at home. Meet and 
chat with your friends .. . relax . . . a needed diversion 
after a hard day's work. And you will be able to see 
at Siegel's the newest and latest display properties 
. . . many scarce display items . . . mannequins .. . 
display fixtures . . . plastic and wood novelties . . . new 


creations of all sorts. 


Display Market Week 
June 26-30, 1944 


“Where Displayman Meets Displayman” 


Nat Siegel 


39 West 37th Street, New York City 

















RAISED LETTERS 


A DISPLAY NECESSITY 
CORK LETTERS 
POSTER BOARD LETTERS 
FELT LETTERS 
METTALLO BOARD LETTERS 
CORRUGATED PAPER LETTERS 


Eight Styles to Choose From 
Sizes from 14” to 9” 


Immediate Delivery 


FELT LETTER STUDIOS 


MANUFACTURERS 
226 S. Wabash Ave. Chicago 4, Ill. 











Visit 
Our Show Room 


WE HAVE STOCK 


ON HAND 
PRICE FABRICS CO. 


67 W. 44th ST., NEW YORK CITY 








ePlease Mention DISPLAY WORLD 
When Writing Advertisers 
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Display, Sign Factors Plan 
Dinner For Jewish Appeal 


New York City members of the di 


sign and supplies industries will launc!, an 
intensive drive on behalf of the Unite: y- 
ish Appeal at a dinner in honor of J cob 


Starr, Artkraft Strauss Sign Corpora:ion, 
and Murray Goldsmith, M. Goldsmith ‘‘om- 


pany, Inc., on May 25 at the Hotel Mc.\\pin, 
The drive will be conducted under the jead- 
ership of Joseph Maharam, Maharam |‘ab- 
ric Corporation, chairman of the display di- 
vision, and Sidney P. Lipkins, Broadway 
Maintenance Corporation, chairman « the 


signs division. 

Among those active on the display com- 
mittee are: Arthur H. Bernstein, Leon D. 
Bernstein & Sons; Arthur Cohen, Decora- 
tive Displays; Belmont Corn, Jr., The 
players; A. Di Carlo, Edward Rabbin & 
Co.; Herman J. Finkelstein, Best Display 


Dis- 


Forms, Inc.; Martin Fleischman, Fleisch- 
man Displays, Inc.; E. Freund, Decorative 
Plant Company, Inc.; David Goldsmith, od 


Goldsmith & Son; Joseph Grossman, Masta 
Displays; Arnold Janowitz, Allied Display 
Materials, Inc.; Harry Konikoff, Equipment f 
Company of America; Leslie Levi, Ivel Cor- 
poration; Max Maharam, Maharam Fabric 
Corporation; Max Mayer, Greneker Corpo- 
ration; George Messer, Display Equipment 
Corporation; Harry Nadler, Norel Manu- 
facturing Company, Inc.; Harry Parament, 
H. Parament Company; Edward Rabbin; 
Gustave Rubner, Gustave Rubner, Inc., and 
Irving Saks, Select Art Flower Co., Inc. 








Tailored Woman 
Appoints Adams 


A new position—creative sales executive 
in charge of merchandise presentation—has 
been formed at The Tailored Woman, New 
York City, with Claude Delo Adams ap- 
pointed to the post. He will direct window 
display, interior decoration, fashion shows 
and the like for the store. Adams was for- 
merly with Kerr's, Oklahoma City, wher 
his wife, Edna Anderson, continues as dis- 
play manager. 

The direction of display at The Tailore 
Woman will be done by Miss Kasia Spilos 
at one time with Bonwit Teller, and als 
with Saks-Fifth Avenue and Charles A 
Stevens Company in Chicago. Miss Mabel 
Powers will continue with the store in 4 
display advisory capacity. 





Isobel Worsley Named 


| Seidenbach Display Head 


Formerly with Nightingale’s, Topeka, 4 


| display manager, Mrs. Isobel Worsle) 


similar position ! 


specialty shop 1 


been appointed to a 
Seidenbach’'s, 
Tulsa. 


exclusive 





Downing Replaces Gregory 


| At McCutcheon's 


The appointment of Bernard Downing 
display manager for James McCutcheon § 
Co., New York City, has been announce 
He was formerly with James MeCreery ° 
Co., B. Altman & Co., Lord & Tay! 


New York City, and Marshall Field & C 
Jack Gregory, © 


Chicago. He succeeds 


signed. 


FIGHT BY HIS SIDE! — Enter the FIFTH WAR LOAN National Window Display Contest 
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AZIAN’S is proud and excited to announce the open- 
wa ing of their new display studio department, presenting a 
b- trend of display pieces and settings of ingenious design and 


wf inspired craftsmanship. 











we invite you to write 
for photographs and 
sketches of the new 
things we are produc- 
ing in papier mache 


and fabricated mediums. 





PLAY STUDIO DEPT 


222 NORTH MICHIGAN AVENUE, CH/CAGO 





don’t fail to visit our showrooms at 222 north michigan during the chicago market week 


june 2Ist, 22nd and 23rd. 
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BOOK REVIEW 


ALLS... 


DISPLAY WORLD 


PETTICOATS... 
And PLOWS” 


For the display director or any other merchandising execu- 


tive there is food for thought in this study of the country 


store. Professor Clark's book is here most capably reviewed 


by Albert Bliss, Bliss Display Corporation, New York City. 


VERY display director should read 
Ek Prof. Thomas D. Clark’s new book— 

“Pills, Petticoats and Plows” (Pub- 
lished by Bobbs-Merrill—$3.50) for a his- 
of his great-grandpappy—the 
crossroads country store. He should read 
it again and again because he will recognize 
that many shopkeeping and display habits of 
today were designed for a society that has 
all but disappeared. Only when he recog- 
nizes that the relative position of his store 
to the community is not that of the cross- 
roads store, can he concentrate on a study 


tory store’s 


of the living, dynamic, and mobile society 
of today and devise appropriate ways to ap- 
peal to that community through his displays. 

We should note that while Prof. Clark’s 
exhaustive study is focused on the Southern 
country store, what he says also applies to 
a large degree to crossroad stores through- 
out the Northeast and Middlewest from 1860 
to 1920. 

He tells us that this store was a sort of 
The rural mer- 
local banker, exchanging 

The floor often 
served as the school. “Leadership in schools 
additional 
business, and merchants may have dabbled 
in them for the sake of prestige and a feel- 
ing of self-importance.” The lodge that of- 
ten met around the potbellied stove would 
frequently expand to quarters overhead. 
(Needless to say, the storekeeper sold lodge 


communal clearing house. 
chant was the 


goods for crops. second 


and churches paid dividends in 


jewelry and loaned white gloves to pall 
bearers for funerals.) He was postmaster 
and notary. Senators spouted from his 
store steps. He had a ball team and brass 
band. “Next to the country churchyard, his 


store was perhaps the best place for court- 
ing.” His telephone was the only contact 
with the outside world. He sold coffins and 
coffin parts, “thus it was that in death as in 
life he was the source of supply for all 
human needs.” 


Prot. Clark says that “the merchant con- 
trolled the tastes and desires of his neigh- 
and in a seeming contradiction says, 
“the storekeeper had to be a catalogue of 
his community’s tastes.” He also says, in 
connection with home furnishings, “This 
service was that of epitomizing the lowest 
ebb of a degenerating Victorian taste... 
for a South which was trying to keep 
abreast the vulgar artistic fads of the rest 
of the country.” This seeming contradiction 
makes us wonder whether the merchant was 
“controlling the taste of his neighbors” or 
whether he was supplying goods for a mar- 
ket with inherent bad taste. This is not 
an archaic question. Our success today as 
display stylists depends on decisions to the 
question, “Who leads taste?” 

However, we learn that when a woman 
needed a piece of dress goods, the merchant 
made the selection for her. We also learn 
that he was not only lawyer and accountant 
for the community, but medico. He pre- 
scribed panaceas and cure-alls such as 
‘Jones’ Mountain Herbs,” Coussens’ Vegeta- 
ble Liver Powder,” or “Dr. Roc’s Rheu- 
matic and Neuralgic Cure,” for everybody 
with a specific or general debility. He also 
served as general purveyor of news, editing, 
clipping, and “interpreting” word of mouth 
gossip to best serve expedient interest (much 
like the press today). We seem to find the 
merchant honest in small things like giving 
the customer the right count and exchang- 
ing goods, but in questions involving large 
principles of social or economic morality, 
he appears to have erred humanly from time 
to time. In general, he didn’t have the com- 
petition that we have today; consequently 
he operated with a double set of prices 
what he could get and what he would take. 
Some stores did have competition, as we find 
in the following unorthodox request: “Please 
put stamps on three letters for me and send 
me one dozen lemons and one pound of 


bors,” 
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soder crackers and one hot pickle an! one 
can tomatoes, if you haven't got them, » \ease 
(go) to the other store and get them me 
as I am sick and can’t eat.” 

The crossroads customer was a ver. ele- 
mental person, and his shopping habit- were 
equally simple. He rarely went beyoid his 
own community to shop. If he could have 
gone, he had no money to shop with. “Styles 
and sizes were of secondary importance, and 
color was only a question of vague generali- 
zation.” A shoe had only one dimension— 
length. The man of the house was the shop- 
per and the stove in the center of the store 
was his unviolable province. It’s only since 
World War I that women took over. We 
should note this and check whether our dis- 
plays are designed for feminine approval or 
not. The rural customer was never out of 
debt to his store. The store and not he was 
the independent force in his community. The 
relationship is reversed today. That should 
tell us a lot about display technique. 

Speaking of display technique (which 
Prof. Clark does not consciously do, al- 
though the book is rich in the history of dis- 
play), the selfselection panegyrists — will 
agree with the following—‘No space was 
wasted; plows, wagon spokes, 
were on open display where not too much 
effort was required to point them out to 
customers.” (Where along the years did 
we get lost? Was it in our effort to make 
order out of chaos? Have we now got the 
wrong kind of order in our “hidden 
stocks?) There is some controversial mate- 
rial that may steady the “self-selector,” the 
observation that certain items “well 
hidden from both the critical and the curi- 
ous ... which called for private conferences 
behind the closed door of the feed room. 
We find the drummer telling his “farmer's 
daughter” jokes and helping to arrange 
counter displays; and also doing a signing 
and labeling job for the merchant. Those 
interested in packaging will find rich mate- 
rial in Prof. Clark's story of the decorativ 
flour barrels “placed prominently in sight 

The country store had its Christmas dis- 
play purpose and Prof. Clark’s remarks ar 
pointed: “Three generations .. . have found 
their tenderest memories to be of the cross- 
roads store and the completely disorganized 
stock of Christmas goods the store at 
Christmas time was literally a meeting plac 
of stark everyday reality within a fantasti 
world of temporary but pleasant escape 
In our future world of technological mira 
cles, let's hope we never become so moder 
and scientific that (at Christmas time @ 
least) we fail to keep in our displays ° 
that fantastic world of temporary but pleas 
ant escape.” 

We read how the country 
“Surrey with the fringe on the top” business 
to the garages when the Ford arrived. Lets 
hope the merchant of tomorrow will have 


vision in his mind and provide space 1n 1! 
pre- 


€tc.. ¢. 


were 


store lost its 


plant to merchandise helicopters and 
- ° . ‘orht 
fabricated homes when the time 1s mg" 
When gravel and macadam 


roads skirted 
the crossroad store, it disappeared 


When 
roadways of the air skirt today’s highways 
of the great city, will the merchant prime 
of today adjust his emporium to new traf 
ways, or has he become an atr phied ap 
pendage on our dynamic society 
omy? 


ind ecot 
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We are happy to announce the showing of our latest creations in 


New High Fashion 1945 Mannequins, during the coming market weeks. 


CHICAGO, HOTEL MORRISON — Rooms 641 — 643 


NEW YORK, HOTEL PENNSYLVANIA— 
306-A — 308-A — 310-A — 312-A 


Zeppen-field mannequins reach a new high in Glamour and technical 


perfection. 


A cordial welcome awaits you in Chicago and New York. 


W. M. ZEPPEN-FIELD STUDIOS 


HOLLYWOOD 














See our FALL & CHRISTMAS 
DISPLAYS 


AT THE 


ROOMS 628-630 


DANVILLE, ILLINOIS 





CHICAGO 


NEW YORK 
MARKET WEEKS 


MORRISON HOTEL, CHICAGO 


ROOMS 369-370-372-32| 
HOTEL PENNSYLVANIA, N. Y. C. 


EARL W. GASTHOFF CO. 
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NOVELTY ... In Card Design 


not so 
much as lettering, 
but because of the novel treatment each has 
Details are not readily discern- 


These showcards are presented 


examples of layout or 
been given. 
ible in the photograph, and so each 1s de- 
scribed in detail below. 
“Timely Carlin Comforts.” 
board 


The 
with 
pink paper across which swatches of cerise 
dry-brushed. 
grenadiers are on a square of card- 
clipped from a manufac- 


card- 


stock has been covered rough 


and powder-blue have been 
The 
board apparently 
turer’s display card; their shakos are formed 
by actual cloth glued in place. The letter- 
ing is black. 

“You May do a Man’s Job.” Here the 
cardboard has been covered with a section 
of an actual blueprint, and the lettering is 
done in white. 

Card at the upper right: the stock has 
first been covered with a green and white, 
marbleized paper. At lower left of the card 
a roughly torn section of heavy white paper 
has been glued in place to carry the black 
lettering. The woman’s head has been torn 
from the pages of a magazine and blends 
into the marble-like background. 

“Masterpieces in the World of Design.” 
Once again the cardboard stock has been 
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Cards like these are especially adapt- 
able for the store which wants striking 
showcards but has no one who can 
illustrate them. 

covered, this time with a paper having a 
gold finish. On this has been pasted, so 
that the edges are not adhered, a small full- 


color reproduction of da Vinci's “Mona 
Lisa” and one of Dolci’s “Madonna and 
Child.” 


Somewhat similar is the treatment of the 
card at the right center. The cardboard 
has been covered with silver-finish paper, 
dry-brushed in an irregular pattern of gray- 
green. At the upper corner has been ap- 
pliqued a large, vivid rose cut from wall- 
paper. At the upper right of the card is a 
single green leaf. 

“For That Important Date.” This card 
pictured in the lower left corner of the 
illustration looks decidedly uninteresting in 
the photograph. In reality, it is most vivid 
and striking. The card was covered with 
a bright cerise paper, with the lettering in 
black. A small calendar page was ap- 
pliqued in place on one corner. But the 
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thing which lifted the whole card out of tl! 
ordinary consisted of giving it a_ spatter 
dash treatment of gold. 


The final card, headed “Important,” 
likewise lifted out of the ruck with a ver 
simple treatment. The card itself is let 
tered in dark purple on white stock, wit 
wavering stripes of cerise. The “different 
touch comes through covering the entir 
card surface with a bit of cheesecloth 
a shade of purple to harmonize with 
lettering. At the lower left is a smai 
knot of blue ribbon, affixed to the card wit 
a white-headed pin. 


the 


As for the general appearance of thes 
cards from the standpoint of lettering, som 
maintain that relatively rough characters 
give a card the same individuality that 4 
distinctive handwriting gives to a persone 
letter. Others insist that neat, well-ba- 
anced lettering is essential if a card 1s “ 
have legibility and be attractive to the shof 
per. Regardless of one’s opinion on 5 
phase of cardwriting, the novel treatme! 
given these cards makes them very interés! 
ing; they are particularly adaptable 
stores which want distinctive cards but 
no one available to illustrate the: 
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Gor Smart Display Effects... .. use 








Displays come to life with sparkling bril- 
liance when you use FLEXGLASS for eye 
appeal—and you save valuable time, because 
it is applied quickly and easily to any 
smooth surface, straight or curved. . . . Small 
rectangles of real glass, cloth-backed, FLEX- 
GLASS is available in many colors and in 


three types: mirror, opaque, and dewdrop. 


Use FLEXGLASS for dramatic window and 
interior displays ... for showease floors 

. counter fronts ... special sales “bars” 
... pedestals . . . even for store fronts, for 
FLEXGLASS is waterproof, weatherproof 
and requires no maintenance. 








This is how The Namm Store, Brooklyn, used White Mirror FLEXGLASS for backgrounds in a 


group of Easter windows. W RITE FOR FR KE 


FLEXGLASS and FLEXWOOD (genuine wood, yet it can be wrapped around a pencil) are manu- COLOR CA RD 
factured and marketed jointly by United States Plywood Corporation and The Mengel Company. 


UNITED STATES PLYWOOD CORP.., 103 Park Ave., New York 17, N. Y. 














We Will Be Prepared for Your Attendance! 





NEW YORK \ 
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te JUNE 26-30, INCLUSIVE / 
wit \ 
yen Our Fall and Christmas showing will be displayed in our showroom and , 
rae we wish to impress upon you that, due to war effort restrictions, it is \) 
he essential your requirements be placed early for the impending seasons. 

; Member 

- NATIONAL ASSOCIATION 
cad OF DISPLAY INDUSTRIES 
that 4 ) 
rs The L. J. Charrot Co. Inc. 


36-38 WEST 37TH STREET 
NEW YORK CITY 18 
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The Peace To Come 


By R. E. MacKENZIE, President, 
The Old King Cole Company, Inc., Canton, Ohio 


Editor's note—At first thought the fol- 
lowing article may seem wholly unrelated 
to display, although it was written by one 
of the leaders of the display industry. But 
displaymen, as well as everyone else, are 
affected by the shape of things to come; 
because of this, and because they must pre- 
serve a broad outlook on all phases of life, 
we invite them to do some serious thinking 
about the points brought out so ably by 
30b MacKenzie. In passing, it might be 
mentioned that a nationally-known radio 
commentator thought so highly of this 
article that he used numerous excerpts on 
a broadcast not long ago. 

(Although originally written as a letter 
for former Old King Cole employees now in 
service, MacKenzie decided that such a 
letter was inappropriate for them at this 
time, and that, instead, it might have a 
message for their fathers. Accordingly it 
was so sent out with an explanatory note.) 

Men, like you, whose complete lives are 
presently devoted to fighting, are probably 
irritated by talks of, and plans for, peace. 
But—to be wholly realistic—we know there 
is peace coming; coming because you fight- 
ing men are fighting a good fight. 

So let’s talk about the peace that is 
coming. 

I believe firmly that to the victor belong 
believe that what we have 
won we must keep. But I am against 
empire-building. What then will we keep? 
What are the potential non-expansion spoils ? 
Will we ever recognize intangible values as 
we do tangible things? Are spiritual gains 
to be compared with material gains? 

If I knew these answers both the pre- 
peace and post-peace jobs would be easier. 

At the risk of seeming a bit basic let’s go 
over some old, unassailable truths: 


the spoils. I 


1. The debtor usually ends up hating the 
creditor. Each of us has had the experience 
of losing friends by making them, even at 
their insistence, debtors. I believe it, then, 
to be self-evident that if our allies are to 
be kept from hating us they must be made 
to pay their debts to us. 

2. The promise made under duress is not 
always sincere. We must examine not only 
the words of our allies but their intent; and 
mainly their acts—past, particularly. 

3. Politics makes strange bedfellows. We 
must not accept expediencies as bona fides. 
We must grant the other fellow’s innocence 


until he is found guilty; but once guilty 
we must remember the sentence. 
4. Success shortens memories. I doubt 


if there is a citizen in Great Britain, or a 
member of the British fighting forces, that 
even at this early date remembers that in 
this war the British did not win a single 
campaign until after we landed in Africa. 
5. There are two sides to everything— 
even the sheet of paper the treaties will be 
written on. If we keep faith with our side, 


the faith will ,have more chance of being 
two-sided. 

6. Men who may be of highest individual 
honor and ethics as individuals frequently 
lose this honor and ethics as public serv- 
ants. We all remember what Lloyd George 
told the saddening, disillusioned Wilson: 
that if he had had to tell twenty times more 
lies to get help, he would have told them. 

7. What nations have done during the past 
twenty-five years are safer guides to their 
actions for the next twenty-five years than 
all the words of all their statesmen. 

8. Men do not fight with those men with 
whom they are doing a mutually profitable 
business. 

9. Happiness is not synthetically achieved. 
Standards of living are self-determined, self- 
made. 

10. Minding our own business does not 
mean neglect or carelessness, or isolation to 
a point where a Pearl Harbor can happen. 
I prefer that we mind our own business with 
a navy (including air power) stronger than 
the next two navies combined; with com- 
pulsory military training always providing 
us with police-power in reserve; with bases, 
ports, anchorages, airfields, depots, wherever 
we decide we need them. I can see no sense 
in trying to be velvet-gloved about this. We 
seem to have the most sense. In actuality 
we certainly have the most goods. We don't 
want (because we don’t need) anything any 
other nation has. It is easier for the other 
nations to believe in our good faith on this 
account. The just can be ruthless without 
being unjust. 

11. By their very nature alliances must 
entangle. If the other fellow puts his chest- 
nuts in the fire let the other fellow get them 
out. Let us stand by to see that he doesn’t 
scatter the flames. Let us make sure we 
have fire-fighting equipment. 

12. No nation is 100 per cent good. By 
the same token, no nation is 100 per cent 
bad. 

13. Balance of power is a mirage. Blood 
has weight. It upsets the balance. No 
human is sufficiently omniscient to act as 
judge upon himself. Nor is any nation. 

14. After a man has lied to you, you have 
a right forever after to question his good- 
A collection of lying men makes a 
lying nation. We must question always the 
goodness of those nations that have lied to 
us in the past. This means we must ques- 
tion the goodness of every nation. 


ness. 


15. Semantics is a poor substitute for 
gumption. We must not go slogan-crazy. 
Just because at present the word “isolation- 
ist” carries a stinger doesn’t strip it of all 
worth. 

16. The only aliens we should harbor (in- 
cluding government agents, etc.) would be 
those who have lived here less than three 
years. At the end of three years the alien 
should either become a citizen or be sent 
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home to the land of his citizenry. We h.ve 
enough half-baked Americans; why com-.j- 
cate our troubles with half-baked “t:.y- 
ellers” ? 

If I seem blue and pessimistic it is be- 
cause I am trying to be realistic and perma- 
nently victorious. Intercourse between na- 
tions must be, for a time anyway, buil! on 
the cornerstone of contradiction. Hore’s 
what I mean: 

You men are fighting and dying to pre- 
serve the right of American miners to 
strike; even though, in striking, they may 
weaken the country of which they are a part, 

We must stay strong; strong enough to 
overcome the diseases that may assail ys 
from within; the accidents that may befall] 
us from without. 

We must stay honest; honest enough to 
recognize and acknowledge our mistakes, 
For in no other way can mistakes be elimi- 
nated. 

We must become spiritual; spiritual 
enough to know that it wasn’t a Sunday 
school teacher who thought up, “Honesty is 
the best policy,” but a businessman. 

We must become decent; decent enough 
to let the world know that we will fight to 
the death for the things we consider decent. 

We must become noble; just one tenth as 
noble, nationally, as each of you men is 
individually. 

Above all we must become America con- 
scious. We have been shamed into thinking 
that to be proud of America is unseemly; 
and this mainly by nations who are, of all 
nations, proudest of themselves. We must 
pay more attention to those rituals and 
symbols that lead toward national rever- 
ence. We must learn to respect our flag, 
ourselves, our country. 

Let’s fight for the Good Peace with the 
same ardor and enthusiasm and honesty that 
vou men have fought the war. Perhaps even 
a “ventus vetus” like me can help there. 

To you, and to your families who have 
sacrificed so courageously, I offer my warm- 
est and deepest thanks. 





War Bond Prizes Offered 
In Tennis Week Contest 

First and second prizes in the national 
display contest sponsored by The Sporting 
Goods Dealer, St. Louis, in connection with 
National Tennis week, May 27-June 3, will 
be a $50 and a $25 War Bond, it is an- 
nounced. Third, fourth and fifth prizes will 
consist of $10 in War Stamps, and a similar 
award will be made for the best display 
among smaller dealers. The competition is 
open to all stores in the United States and 
Canada selling tennis goods at retail. The 
display must be used between the dates men- 
tioned, and must contain a banner or card 
with the words “National Tennis Week.” 


Phillips To Head 
Ayres’ Display 

With Emory Sharpe leaving for military 
duty after many years as display directot 
for L. S. Ayres & Co., Indianapolis, the de- 
partment will be headed by Eugene P! illips, 
former assistant in charge of window dis- 
play. He will be assisted by Raymond 
Coy, while Earl Hoppes will continue 1 
charge of display properties and production 
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New Wrinkle Paper 
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FOIL and PAPER 
Ribbons, Edgings and Mouldings 
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And Other Display 
SPECIALTIES 


Be Sure to Visit Our Plant During 


NEW YORK 
DISPLAY MARKET WEEK 
JUNE 26-30 


Or Get On Our Mailing List! 


‘|ABACOT DISPLAYS, 1¢ 18 East 16th St., New York 3, N. Y. 
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DISPLAYLAND 


DAVID WEINBERG 
117 West 31st St. New York City 
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Apolinsky Nominated 
For |. A. D. Presidency 


The nominating committee of the Inter- 
national Association of Display has named 
Joseph Apolinsky, Loveman, Joseph & Loeb, 
Birmingham, as their selection for the pres- 
idency of the organization, with the election 
scheduled to take place in June. The com- 
mittee was composed of George Westerman, 
Commonwealth & Southern Corporation, 
Jackson, Mich.; John T. Chord, Montgom- 
ery Ward & Co., Chicago, and Carl V. 
Haecker, W. T. Grant Company, New York 
City. 

Nominated for other offices are the fol- 
lowing: first vice-president, Frank G. Bing- 
ham, Robertson Brothers, South Bend, who 
has declined the nomination; second vice- 
president, Everett Quintrell, Elder & John- 
ston, Dayton; third vice-president, Dave 
Estes, Bond Clothing Company, St. Louis; 
treasurer, Frank Whitelam, R. H. Fyfe & 
Co., Detroit. 

Named for the board of directors: Walter 
J. Kelly, Delano’s, Boston; Earle Taylor, 
Strawbridge & Clothier, Philadelphia; Eu- 
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gene Turner, Zachry’s, Atlanta; Geo: 
Heidt, Crowley, Milner Company, Detro: 


F. A. Rhoads, Electric Power Board, Cha : 


tanooga; George Hermanson, Repub 
Stores, Chicago; Paul Kloreis, Union E| 
tric Company, St. Louis; Harold J. Kn 
land, Maurice L. Rothschild & Co., 

Paul; Richard <A. Staines, Vandev 


Tulsa; Wayne E. Corey, Spokane I): 


Goods Company, Spokane, and Aubrey 
Maley, The Broadway-Hollywood, Ho 
wood. 

Excerpts from the letters of notificat 
sent by the nominating committee to Ap 
insky: (from Westerman) “I would like 
impress upon you the importance that 
accept the nomination and the office in 


D 
1 
| - 


you 


he 


event of your election, as only with a strong 


and efficient executive staff can the associ 
tion continue to function properly.” 


a- 


(From Haecker) “The committee agreed and 


I sincerely believe that a slate made up 
you and these other gentlemen would 

an organization executive group that all 
us could feel very proud of. In your ca 
and in Frank Bingham’s case I feel ve 
strongly that you should accept the nomin 


By TONY BRINKER 
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tion because I feel that you can and should 
be elected and I personally have a very keen 
feeling that you will do an extra job and 


C I want to say at this time that I will do 

everything within my power to be of as- ee 

sistance in any way that I can.” ... (From a : Of course you'll visit the Mileo 

a peal ena icra ie perm cst Studios during Market Week, June 
S, tiles wa es attac tz xe > ad p : 
y positions, I sincerely hope and trust your —_ 26th to 30th. The Nalitexe) Mannequin 
L. ganization will permit you to accept the — you buy today will actually 


y- office of president and that you personally 
will welcome the opportunity to serve the 


make sales for you tomorrow. 





mn |. A. D. in this, which may prove its most 
1 - momentous, year.” 
to While these men were the selections of 
you the nominating committee, the same com- 
the mittee advised I. A. D. headquarters to 
ng make it clear on the ballots that any mem- 
la- ber in good standing has the privilege of 
naming a candidate from the floor. That at 
ind least one such will be nominated is indi- 
ot cated by reports that St. Louis members of 
be the I. A. D. will put Dave Estes in active 
of competition for the presidency. 
ase 
ery 


na- "My Day" Comments 

— f On Display 

Mrs. Eleanor Roosevelt, writing in her 
syndicated column “My Day” a few weeks 
ago, made reference to an exhibit prepared 
by the United Nations Committee for 
Greater New York. Set up in an empty 
store, the first detail to catch the eye, ac- 
cording to Mrs. Roosevelt, was a “map on 
the wall with the lights going on and off.’ 
r She went on to comment: “The object of 
the committee is to reach the man in the 
street by visual education, and with as few 
words as possible to show the need of 
world cooperation. The committee has suc- 
ceeded. 

“I think if we could set up little peace 
centers with a model of this kind in every 
district of our big cities and in all small 
communities, it would keep constantly be- 
fore us the things that are necessary if the 
world is to remain at peace, both from the 
military and economic standpoints. Then 
we could have a section for changing ex- 
hibits where controversial subjects, either 
foreign or domestic, could be presented for 
the periods of time when they are under 
discussion with the arguments on both sides 


That would be a way of making people ; P. C MILEC *7 WEST 36th 


jx 





clearly shown, but no conclusions drawn. 













































4 think about public questions, and would, I 
lope, increase our efficiency as citizens.” — 
: ING 
Stensgaard Introduces NEW CARPETS t OLD FLASH 
; War Loan "'Comura™ or Revolving Displays 
) An unusual commercial mural, or “Co- Use DY-O-RUG to renew or re-color worn or ——. -_ ae is 
a ase ae . . . a3 urntables 5 to »o ounds 
—— for use in connection with the Fifth faded carpets, overnight without removing yc es 
a, Loan drive has just been released by from the floor. Perfect for use with air-gun or M. MOISTER & CO. 
Vv. L Stensgaard & Associates, Inc., 346 re-coloring Draperies. @All colors and black. American and Rising Sun 
North Justine street, Chicago. Reproduced ? ‘ Eide, Fe. 
in eight oil colors, the “Comura” is 30 inches For complete information and sample (color 
wide by 90 inches high; it shows the Amer- evlocted mane cliente masta F Vict 
ican flag floating high above war produc- er darker) write OF VICtOry 
tion factories pouring out streams of smoke B = U S W 
; : ; u e De ar 
\ panel carries the slogan, “Invest in Amer- HELMS CHEMICAL COMPANY : y 
eat and “Buy more and more United 1014 N. Harlem Ave. River Forest, Ill. STAMPS and BONDS 
“tates War Bonds.” The major portion of | 
a Panel is given over to the official Fifth 
ae ba FE insi iz > 2 ; ~L- . 
a oe PLEASE MENTION DISPLAY WORLD WHEN WRITING ADVERTISERS 
od ». 
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New Patriotic 


FLAG SETS 





Ipeat for window and store decoration, and patri- 
otic displays. Flags of all Allied Nations in full 
colors, mounted on special shield that hangs or stands 
anywhere. Send for illustrated price list today. 


U.S. and ALLIED 


FLAGS 


U. S. and Allied flags in all sizes and 
« materials. Write today for illustrated 
catalogue. 


REGALIA MFG.CO. 
Dept. 64, Rock Island, Ill. 











Air-Paint That BRIGHTER FUTURE 









VICTORY AIRBRUSH 


The new Paasche Victory Airbrush is already 
proving its superiority in every type of art work: 
poster design, archi- 


—illustration, retouching, 


tectural rendering, industrial design. 
You will like the effortless control of its smooth- 


acting trigger lever; its perfect atomization; its 


versatility, ranging from fine line to full spray; 
the exclusive micrometer finger-lever adjustment; 
famous self-centering tip; non-spill cup and finally 
its sleek, streamlined design. 
When you get yours, you will begin to enjoy 


many years of profitable service. Paasche Airbrush 


Company, 1907 Diversey Parkway, Chicago 14, 
Illinois. 

Paasche Airbrush (Canada), Ltd., 110 Elm St., 
Toronto, Canada. 
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New Agency Plans 
Display Section 

The opening of a new advertising agency 
in Cincinnati has been announced by Bert 
Johnston, founder of the new company. 
Offices of the new business, to be known as 
Bert Johnston & Co., are located in the 
Union Trust building. 

Five years with Philip Morris in Canada 
doing sales work, and six with Sears, Roe- 
buck & Co. in ‘Chicago, led to a job with the 
Kroger Grocery & Baking Company, Cin- 
cinnati. His first job with Kroger was as 
manager of their display department. Under 
his leadership Kroger developed their mod- 
ern and colorful store display program. 

In 1931, when Kroger’s advertising and 
display departments were combined, John- 
ston was placed in charge. Early in 1943 
Johnston left Kroger to join the Ralph H. 
Jones Company as vice-president, a position 
he resigned a short time ago to launch his 
own business. 

The new company’s plan of operation is 
to maintain a complete resident staff in 
Cincinnati, while being affiliated with top- 
flight producers of radio shows and with 
artists, photographers, and point-of-sale dis- 
playmen resident in New York and Chicago. 





Named Television Consultant 
For Arkwright Syndicate 


Arkwright, Inc., New York syndicate with 
some 200 department stores, has named Ir- 
win A. Shane as television consultant. 
Shane, who is director of The Television 
Workshop, New York City, will meet with 
equipment manufacturers this month to dis- 
cuss television requirements for large and 
small stores and will issue a report to the 
Arkwright stores on the basis of his find- 
ings. It is his belief that department stores 
will be the principal users of daytime tele- 
vision, and that a network of retail store 
television stations is in the offing. 


Display Firm Opened 
By David Hills 


Following his resignation from Northam 
Warren Corporation, Stamford, Conn., 
where he was designer and purchasing ex- 
ecutive for several years, David B. Hills 
has opened a firm under his own name at 
274 Madison avenue, New York City. He 
will specialize in the creation, development 
and manufacture of selling aids, including 
three-dimensional counter displays, litho- 
graphed displays, packages, and the like. 
Before joining Northam Warren, Hills for 
eighteen years operated his own business, 
specializing in sales promotion material. 





Kieffer Wins Another 
Local Contest 

First place in Buffalo’s “Don’t Tell Mili- 
tary Secrets” display contest has _ been 
awarded to Clement Kieffer, Jr., The Klein- 


hans Company, for a display portraying 
Hirohito and Hitler gloating over pictures 
of drowning American servicemen. Second 
and third places went to Donald L. Shanks, 
William Hengerer Company, and Edward 
M. Rabenstein, A. Victor & Co., respec- 
tively. Plaques were awarded to all the 


winners. 


MAY, 1944 


Multi-Color Arts 
Is New Firm 
The firm of Multi-Color Arts & Reprod ic- 


tions, Inc., has been formed in New York 
City, with headquarters at 116 Fulton 
street. The company will create art panels 
in multi-color for display use, and will hive 
its own art department and silk screen p'ant 
on the premises. Principals of the firm are 
Emanuel M. Solomon, for many years in 


advertising and with Casson, Fletcher & Os- 


born, New York City, for more than a 
decade; and Jack Weldon, who has been 
connected with the art panel field for some 


time. 


Dutch & Son 
Appoints Baker 

Samuel C. Dutch & Son, 487 Washington 
street, Buffalo, announces that the firm has 
engaged Francis J. Baker as traveling rep- 
resentative for the Central, Southern, and 
Eastern New York state territory. Baker 
traveled this territory for the firm at a 
prior time. 








"Most Authentic Display" 
Credited To Gold 

Herman S. Rosoff, The Arrow Store, Phil- 
adelphia, points out that credit recently 
given him for a “most authentic display” 
citation during the local Red Cross drive 
should have been received by Mickey Gold, 
display director for Arrow. 





Ray Minter Joins 
Carlo's, New York 

G. Ray Minter, formerly with Montgom- 
ery Ward & Co. and Interstate Depart- 
ment Stores, has accepted a position with 
Carlo’s, New York City. At one time he 
operated the Artcraft Display Company ot 
Greensburg, Pa., and Jacksonville, Fla. 





Display Material Available 
For Merchant Marine Story 

United Seamen’s Service week will be ob- 
served May 22-27, during which time the 
accomplishments of the U. S. Merchant 
Marine will be presented to the public in 
various ways. Banners, flags, posters, and 
safety-at-sea exhibits can be obtained fron 
Harry Klemfuss, public relations division 
United Seamen’s Service, 39 Broadway, New 


York City. 








COMING UP! 

National First Aid Week—May 21-27. 

Buddy Poppy Week—May 22-30. 

National Maritime Day—May 22. 

National Tennis Week—May 27-June 
2. 

Memorial Day—May 30. 

National Flower Shut-in Day — June 
10. 

Fifth War Loan Drive—June 12-July 
8. 

Flag Day—June 14. 

Father’s Day—June 18. 

Summer Begins—June 21. 

National Swim-for-Health Week — 
June 26. 

Independence Day—July 4. 
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|, A. D. Photo Service | ___ 


Announced By Parks P ‘ 
Here’s great news for Displaymen! 


‘ Ray W. Parks, president of the Interna- 


k tional Association of Display, Manchester, | 

n N. H., has announced that the organization | 

Is on July 1 will inaugurate a display photo- | 

e graph service, whereby subscribers will re- | We are now able to offer our sturdy 

nt ceive each month a group of window and 

re interior display photographs from various | and smartly-styled--- 

in parts of the country. Said to be planned | 

s- jor the smaller stores with limited display | 

a budgets, the service will be rendered at $48 | DRESS RACKS ‘ , : 
en ff per year per subscriber. | --- for immediate delivery! 
ne 





Dreiban To Canterbury 


ey ene SKIRT and SLACK RACKS 
Formerly display manager for Blackton | an ... for de- 


Fifth Ave. Ltd., New York City, Manny | livery within two weeks? 


on Dreiban has taken over display for Canter- 
las # bury Shops; he replaces Harry Herman, 
ep- who resigned to form his own business. | See These Racks at Your Local Dealers 
ind @ Blackton’s display is being supervised by | 
ker § Lou Blackton until the position can be filled. | ° 

: perc nmate | Write for 1944 Catalog today. 
Gobbi Takes Over | 


At De Pinna's Plan to visit our showroom when you come to the 
Succeeding John Burnheart, who resigned New York Market Week, June 26th to 30th 

recently to enter another field, Franz P. 
hil- § Gobbi has become display director for De 


atly @ Pinna’s, New York City. At one time Gobbi | 
ay’ § was a designer for Hattie Carnegie, then | 
rive @ entered display at L. Bamberger & Co., | x @ 


old, § Newark; he was more recently with Frank- | 
lin Simon’s. 


Designers and Manufacturers of Garment Racks 














ie ee | 28 Norfelk Street, New York 2, N. Y. Orchard 4-178] 
Ted Joyce Joins | 
Street's, Tulsa | 
om- Since early in April the display depart- 
art- # ment of Street’s, Tulsa, has been under the | 
with & direction of E. Ted Joyce, who formerly was 


> he @ with S. & Q. Clothiers, Muskogee, Okla., 


y 0} @ and M. Levy Company, Shreveport, La. D | S Dp LAY E N [| STS 
London Associates 


Takes More Space 


Laurence I. London announces that Lon- | 
> ob- don Associates has increased its personnel | 


» the and will soon occupy the entire building at | 





chant 1028-1030 Forbes street, Pittsburgh. Re- | 

ic in modeling is now in progress and should be ° 

MAMlisind toy the wad of May. We are happy that display has undertaken the 
tron 

svt ollenger Wins patriotic task of harnessing its power for the 
we 


local Contest 
First prize in the local display contest | 
ess @ COnducted in behalf of the Greater New 


FIFTH WAR LOAN drive. We are confident that 


TG . nccetn cas Seo ya ae displaymen and retailers will go all-out in this great 
‘dward Ballenger, Bonwit Teller. Second | 

27. ward went to Irving Eldredge, R. H. Macy | effort. 
k Co, 


iné BChange Of Lundin | 
For Decorative Displays * * * 


Decorative Displays has moved from 636 | 
‘roadway into larger quarters at 56 Thomas | 
‘treet, New York 13. 


“fe VICTOR HAIDA DISPLAYS, Inc. 


Don’t forget—send in your news 
items about all happenings in the dis- 
Play field: births, deaths, marriages, 


une 








Member of National Association of Display Industries 














* changes of position, anything pertain- 149 WEST 24TH STREET NEW YORK CITY 
ing to display or displaymen any- 
where. 
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EFFECT OF LEATHER 


.. » Price of Paper 


WITH 











oe: 


A CLOPAY 
PRODUCT , 


Backgrounds---Covering---Lining 


Almost no limit to the display uses for versatile 
COVERAY. It has the luxurious appearance of 
costly embossed leather yet costs only $1.75 to $2.25 
for 4-ft. x 25-ft. rolls. What's more, it’s grease 
proof, stain-resistant and 100% washable. Other 
CLOPAY display papers provide almost unlimited 
variety of expensive looking decorative effects at 
cost of paper. Write for samples. 


GARRISON-WAGNER CO. 


1629 LOCUST ST. ST. LOUIS, MO. 











SCATTER 
COLOR and APPEAL 


Around Your Window Displays 


Latest Summer and Fall colors 
in Wood Flakes—Kubes—Chips 
—Shredded Fibre—Stones—Sand 
—Cork—Tanbark—Ete. They are 
always popular, inexpensive, and 
can be used to colorfully display 
nearly any type of merchandise 
for both interior and window dis- 
plays. Quick shipments. 





Produced in Yellow, Pink, Green, Char- 
treuse, Blue, Red, Magenta, Paisley and 
other standard colors. Good for open 
areas, around tree trunks, posts, odd 
spaces, etc. Used by leading stores; no 
priorities needed. Can be reused many 


times. 
Manufacturers of 


GOL 


(Trade Mark Reg. U. S. Pat. Off.) 
PRODUCTS 


Send for Catalogue and Free Samples 


National Sawdust Co., Inc. 
Display Dept. 


65 N. 6th St. Brooklyn, N. Y. 
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MAY, 


A.D. NEWS 


By C. H. FADEM 
Publicity Director 


The International Association ot Display 
educational conference to be held June 
21-23 at the Morrison hotel, Chicago, is 
taking shape and from all indications this 
annual meeting is poised for the greatest 
educational postwar planning program ever 
attempted by the I. A. D. Nationally known 
department store executives, top-flight writ- 
ers on display, acclaimed display special- 
ists, and recognized leaders in the display 
manufacturing and equipment field will help 
set the stage for this banner affair. 

More than 1,000 stamped, return-addressed 
postal cards, with space left open for dis- 
pladies and displaymen to state the ques- 
tions they want answered at this conference, 


great numbers and judging from the nature 
of some of the questions being asked, it 
looks as if the information quiz will be an 
interesting session. Here are some of the 
questions : How will display tie in with tele- 
. . Will women hold key 
. . What do the re- 


vision progress? . 
positions in display? . 
tailers expect from displays? Did the 
war interrupt display progress? Shall 
display be recognized as an independent de- 
partment? Questions may also be asked 
from the floor. If you have not mailed in 
your quiz card, please do so today. 

The persons asked to appear on this pro- 
gram to represent the board of experts are 


people who are familiar with the many 














have been in the mails for more than two perplexing problems troubling the display 

weeks. Already cards are being received in profession. They will, with clarity, offer 

THE DISPLAY PARADE nos By TONY BRINKER 
oe use! 
















¥ RONG AND SPEND 
& ~~ 

ALONG ... ALSO GROWING POTTED HouSE- 
PLANTS AND READING AUTOBIOGRAPHIES 
AND GOOD WNON- FICTION 






SEZ INU TRAVEL 
ER CALIFORNIA'S 








ves TWO YEARS AGO WAS MADE 
DIRECTOR... DOING A FING JOB 


RW. 











FIGHT BY HIS SIDE! —Enter the FIFTH WAR LOAN National Window Display Contest 


1944 





M/ 


mat 
out 
luck 
imp 
timé 

T 
on | 
tent 
sec 
be : 
dire 
rese 
mak 
dred 
asid 
Get 
atte! 
part) 
requ 

Th 
conte 

Or 
clati¢ 
to th 
very 
can | 
Th 
N. A 
shoul 
tainn 
your 





has be 
ing hi 


Dav 
Displa 
Retail 
St. Li 
the im 
Cross 
display 
given 
This i: 
will t 
Louis. 
son- WV 


display 


Beca 
ing th 
Club, ij 
EA J 
Was a 
tensive 
and de 
process 
preside 
tion ve 
cago D 
an edu 
Visitors 
week.) 


Clendes 
Weber 

Folloy 
Webx r: 
ie E. ¢ 
Manager 
Ohio, } 


son 





4 MAY, 1944 DISPLAY WORLD 69 




















many solutions. Be sure to attend this all- | 
out display session. We are not always so | 5 
lucky to be able to sit down and discuss Wherever You Are, It’s Easy to Order KING PINS and 
important problems under one roof at one | . . 
time with such distinguished personages. | DISPLAYETTES From Our New Distributors Who Are 
The meeting will open with registrations = 
on the mezzanine floor. Four very compe- | at Your Service. 
tent girls will be on hand to give you split- 
second service. The registration fee will 
“| | be $2 per person. Miss Kaye, convention HANICK’S . —_— c —. 
it ; ; , 
director at the Morrison, is handling room S. W. Cor. 8th & Locust Sts. 579 Market Street 
an reservations and urgentls requests that you Philadelphia, Pennsylvania San Francisco, California 
me make your reservations at once. Three hun- WINDO-CRAFT DISPLAY SERVICE SOUTHWEST 
re dred and seventy-five rooms have been set Soccuen Wan a RETAILERS SUPPLY COMPANY 
ti aside for this meeting. Plan your trip now. Me Mena ‘ity Okla. 
a Get as many display friends as you can to MIDWEST ‘ 
ai attend in a group. In order to keep your prog owen nam DISPLAYS yo Rl tno SERVICE 
he: party together, mail in your reservation Milwaukee 2, Wisconsin San Antonio, Texas 
| requests today. 
ked The I. A. D. regular yearly photograph | These Helpful Display Specialties are a tested assortment of distinctively styled. non-priority 
” contest will not be held. metal card holders. Sparkling, stainless King Pins and Displayettes are the ultimate in modern 
idl On Thursday, June 22, the National Asso- | design for a new, easy way to display self-selection messages. 
i ciation of Display Industries will be host 
: to the delegates in the main ballroom. <A 
any ~ , 
red very fine party has. been arranged. You 
Bhi can look forward to a very enjoyable time. 
iter we . . i" ; 
The quiz event will take place at this 
— N. A. D. I. party, starting at 8 p. m. This 
should round out a full evening of enter- 
R tainment and fun. The admission is only No. 1 DISPLAYETTE No. 19XX DISPLAYETTE No. 28 DISPLAYETTE 
| — ee 9 is just the holder for little Very popular holder for greeting Splendid sign holder for display 
eres x 1”. cards you probably use cards and interior floor a (up cases. Easel slips under mer- 
In a letter received from President Ray in PP jewelry show cases. to 4%" sheets). °°" x 214" high. chandise. (%" x %” high x 2” 
W. Parks we are informed that on the ad- | (i musa Per 10" MSO BOje Per lo, Haas.“ ” G4 GQ ies TFer it rae. QS 
vice of his physician and the president of | 
the Leavitt Company, he (Parks) is tak- | 
ing a leave of absence. He also states | 
that First Vice-President Joseph Bronsing | 
B has been appointed to act as president dur- 
/ ing his absence. 
Ly Dave Estes, president of the St. Louis No. 90114, ENCO SHOE CLIP No. DD’. ENCO GLASS SHELF CLIP No. DDX'~ ENCO BIN CLIP 
Display Guild, reports that the Associated ; ; , F 
Retail Associations have highly praised in po ——— —_ — Use this favorite to suspend or Here is a dandy holder for erect- 
St. Louis club for its fine cooperation and shoes. (4° wide x 114” long.) oo cards on onten shelf edges. ing cards at nag back of 
‘egos vo A eae a - Per 100, $5.75. (2% wide x 144" long.) 95 glass bins. (1% x 3 ’ 85c 
4 the important part it played in the 1944 Red | poy dozen ............... 75¢ Per 100, $7.00. Per dozen. . C per 100, $6.50. Per Peli 
$ Cross campaign. Two hundred and fifty | 
displaymen turned out en masse at a party | 
given by the Garrison-Wagner Company. 
This is evidence of harmony and the united 
will to keep display on the march in St. 
Louis. A twenty-one gun salute to Garri- 
son-Wagner, Dave Estes, and his live-wire 
display club. No. 109 DISPLAYETTE No. ENCO'. DISPLAYETTE No. 20 DISPLAYETTE 
Because of certain teclmicalities involv. | THe Sswe Miter aim eee au isp ot 180. eum tn. ete olny sae ceabitinn 
ing the by-laws of the Chicago Display (a Ping x 21%" long.) Per “ — J'Per 100, $550. ,"’ wide (34 x 14" x a en ° 
Club, it has withdrawn its support from the Fel . $1.00 Per Prana = 70c sek SMe Oe -Qeden $1 05 
I. A. D. meeting to be held in June. This 
was a hard blow to the extent that an ex- 
tensive publicity program had been released “HOOK-IT” KING PINS “UP-RIGHT” 
and definite preparations were already in No. 3X—"Up-Right” King Pin is an “all-purpose” holder for | 
process. John Courtney, the Chicago club’s pricing “plaque” set-ups. Pins into display mounts or 
A, president, stated that he regretted this ac- | floor. You can make little easels by bending pin and 
s tion very much. (Editor’s note: The Chi- | use in show case display. (‘4° width.) $3 00 
yy cago Display Club, however, is to conduct | Box of 100.... beeen eee eee ees ress ‘ 
: ee ae a ee No. 9—"Hook-It,” at right, is “Bull-Dog” grip special for 
; : ‘ = mee — hooking tickets on men’s and women’s apparel. Very neat 
week. ) | and easy to use. ('4"" width.) $3 50 
- Se KING PIN Bon GF 100. . 2.6 cccwcss 
Clendenen Succeeds 
Weber At Atlas | QUICK DELIVERY is offered by our distributors. If there is no representative in your immediate 
Following the resignation of Arthur | locality, please send your order to Chicago or to Garrison-Wagner Co., St. Louis 3, Missouri. 
$ Webs r, who has removed to Pittsburgh, J. | 
1 1. Clendenen has been made display ° ° 
tee ici Metal Displays (9. of Chicago 








son 





as | 


30 N. LA SALLE STREET + CHICAGO, ILLINOIS 
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Yes Sir, Mr. Pulte... 


It was wise of your associates and you, F. E. Pulte, Jr., Chief, Retail Stores Section, War Finance 
Division, U. S. Treasury, as well as the War Advertising Council to call on the display industry, | 4, 


displaymen (and women, too) to pitch in and help make the 5TH WAR LOAN DRIVE a huge § ;,,| 


success. The judges will have a tough time selecting the winners. tie 











~~ ; ; : real. 
Hundreds, Mr. Pulte, from coast-to-coast, in cities and stores of all sizes, are entering the 5TH WAR 


LOAN DISPLAY CONTEST FOR $3,000.00. Display folks will give more windows, more inside | We: 
Mar 


mud 
ALL 
5TH 
FIG! 
BY | 
* * * * * * The 


to OU 





HELP BLAST ENEMIES SKY HIGH 


into 

DID 

SPECIFICATIONS: June, 1944 (VJ44-6) Victory Displays 
—Each set includes 3 Displays—one 59"x42" in 9 colors; 
two Displays, each one 29%4"x42" in 7 different colors; 
all on heavy seasoned cardboard. Price, f.o.b. Chicago 
(without stands), $15.75 per 3-piece set. Sold only in 
sets of 3 Displays—not singly. 









(VJ44-6) June, 1944, STH WAR LOAN 3-card Victory = a os BUY MORE — DOUBLE WHAT YOU DID BEFORE 
Display set. Oil processed in from 7 to 9 colors. , aro : y . wy yy re Dou 













For the: 
Official 
cardboc 
each of 
Bond D 
starts a 
continue 






SPECIFIC 
Victory 





FOR STANDING 59''x42" VICTORY DISPLAYS: (WS-44) 
4-piece white woodstrip stand with supporting top and 
bottom pieces, $1.20 each, f.o.b. Chicago. For standing 
291."'x42" and/or 1434"x42" Displays: (5-44) 4-piece 
white woodstrip stand, 80c each, f.o.b. Chicago. One 
stand serves as a holder for one display or two displays, DO MORE THAN BEFOR 
back to back. Please order these stands by above codes. 


colors or 
tago (w 
ALL TH 
POINTM 
CODES. 












Bishop PUBLISHING COMPANY «+ 427 West Randolph Street « Chicago 6, Il. Ly 
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wn Rishon PUBLISHING COMPANY ~- 427 West Randolph Street + Chicago 6, Ill. 
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Display Can Sell Plenty Of Bonds... 
And Displaymen Will Prove It! 


store space than for previous Bond drives and will be a real help in beating quota of 16 billion; 
including 6 billion for individuals—June 12 to July 8, ’44. This new recognition is an acknowledge- 
ment of the tremendous selling value of good display (which we have always known) but we also 
realize this opportunity is a challenge. We'll come thru! 


We know “guys” named Joe, Pete, George, John, Paul, Tom, Bob, Ed, Al, Chuck and “gals” named 
Mary, Alice, Bea, Ginny, Pat, Ruth, Ann, Jane, Lois, Joan—and a thousand other names—now in 
mud-holes, fox-holes and hell-holes; in hospitals; in the air; on and under the 7 seas; expect us 
ALL to do our BEST over here, so they can do their BEST over there. We know that during the 
5TH WAR LOAN, GOOD DISPLAYS will be one of the most potent weapons to “JOIN THE 
FIGHT” with the millions who are protecting our freedoms thruout the world. We'll “FIGHT 


BY HIS SIDE” by “DOING MORE THAN BEFORE.” 
The 5TH WAR LOAN DISPLAYS shown here, Mr. Pulte, have “Plenty of Fire” and according 


to our discussions about them in Washington, they’re what is needed now to help “fire” the public 


into PATRIOTIC BOND BUYING ACTION, so they'll “BUY MORE— DOUBLE WHAT THEY 


DID BEFORE!” 
These Bishop Displays, which are ready to ship NOW, will be a real help 


r ( 7" to many "smart fellers'' entering the 5TH WAR LOAN DISPLAY CON- 


5” WAR LOAN TEST. Many have already ordered. 








Double Use --- Double Value 


For these Displays we'll furnish the 5TH WAR LOAN 
Official Shield on separate pieces of medium weight 
cardboard. So just insert them into the two die-cuts on 





each of the displays. This gives you attractive wartime 
Bond Displays for use BEFORE the 5TH WAR LOAN 
starts and AFTER it ends. The designs on all posters 
continue underneath space for shields. 


SPECIFICATIONS: (V44-7) 1944, “Feather Your Nest" 
Victory Display—one card size 59'x42"' in attractive 
colors on heavy seasoned cardboard. Price, f.o.b. Chi- 
tago (without stand), $6.45 each. OUR QUANTITY OF 
ALL THESE DISPLAYS IS LIMITED — AVOID DISAP- 
POINTMENT BY ORDERING NOW, USING ABOVE 
CODES. 
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ABOVE (V44-7) “Feather Your Nest” Victory Display. Lithograpned 
in red, orange, yellow and dark sepia in photogelatin process. 
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Ordinarily it would seem very early in the 
year to read of Christmas displays, but not 
in these days when display needs have to be 
anticipated far in advance. Displaymen in 
a number of stores already have their 1944 
Christmas plans well worked out and will 
soon start ordering the necessary material— 
for the first Christmas displays of the year 
will go on view just about six months from 
now. 

In selecting the most outstanding Christ- 
mas displays of 1943, undoubtedly one of the 
top positions would have to be given to 
Lord & Taylor, New York City, 
where Henry Callahan is display director. 


FIGHT BY HIS SIDE! 


those of 


For sheer stopping power they competed 
excellently with the now-famous “swinging 
bell” windows used by the same store sev- 
eral years ago and which drew more than 
400,000 letters, telegrams, and personal calls 
of appreciation. 

The unusual series consisted of the four 
major windows of the store, and in each 
window was portrayed a dream of a certain 
individual at Christmas time. Through com- 
plete simplicity in settings, the use of mir- 
rors, and especially made figures, the dis- 
plays created a startling effect of realism. 

Three of the figures were shown in bed, 
while the fourth seemed to have fallen asleep 


‘ 


“\\ kati ( e 
We 


} 


—The soldier dreams of home in this first dis- 

play; as explained in the accompanying arti- 

cle, the dream" setting was concealed from 

the spectator and was reflected in tilted 
mirrors— 


—The return of the soldier is the subject of 
one display, while the next shows a father 
dreaming of the time when his son will join 
him in business; each especially made figure 
"breathed''— 
over his newspaper. The thing which 
caught the spectator’s eye instantly was the 
fact that each figure seemed to be breath- 
ing; the covers over those in bed rose and 
fell, and the chest of the man in the chair 
expanded and contracted. In each case the 
effect was obtained by using a small motor 
to raise and lower the covers or the man’s 
clothing. 

The mannequins were done by 
Schmidt, Jersey City, N. J., who has spe- 
cialized in such work for many years; the 
characters portrayed were a mother, a fa- 
ther, a soldier, and a little boy. 

The scenes consisted of the following: 
“The Dream of a Mother this Christmas 
Time,” “The Dream of a Soldier this Christ- 
Time,” “The Dream of a Child this 
Christmas Time,” and “The Dream of 4 
Father this Christmas Time.” In each case 
the “dream” was seen as occupying the 
upper portion of the display window, while 
the dreamer was at the normal level. 

The setting for the dream was in reality 
concealed from the spectators, since the dis- 
play windows of Lord & Taylor can & 
raised and lowered at will; hence the set 
ting was reflected into a mirror in the upper 
part of the display, and it was this reflec 
tion which was seen by passersby as the 
dream. Each mirror was. slightly tilted 
and edged with fluffy, cloud-like material to 
carry out the ethereal feeling. The display 
illumination was such that the spectator ha 
the illusion of looking in on an_ actual, 
sleeping person; soft spotlights were {0 
cussed on the dream section of the display: 
In “The Dream of a Father this Christmas 
Time” the mirror showed a miniature of af 
electric sign which flashed off and on ane 
read “John Smith & Son.” 
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Enter the FIFTH WAR LOAN National Window Display Contest 
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= The Curtain Rings Up 


on the first showings of our new "hit" line of 
FALL and CHRISTMAS DISPLAYS and DEC- 
ORATIONS . . . featuring an all-star cast of 


eye-catchers that will give your windows great- 
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er-than-ever audience appeal. 
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We invite you to pre-view these newly created 
display pieces at our showrooms when we hold 


"Open House" during 


NEW YORK 
DISPLAY MARKET WEEK 


JUNE 26th to 30th 


. .. and, of course, you will find us showing at 


the Hotel Morrison during 


CHICAGO MARKET WEEK 


JUNE 2\st to 23rd 


LET'S MAKE IT A DATE! 


Back the 5th War Loan 
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Sales Promotion School 
Planned By N. R. D. G. A. 


Through the cooperation of leaders i: the 
newspaper, retail store promotion, and 
broadcasting fields, a school course i: re. 


tail advertising has been developed b. the 
Sales Promotion Division of the Nat ona] 
Retail Dry Goods Association. 1 iirty 
cities have already applied for the course, 


which includes a section devoted to display, 

It is explained that any city in the United 
States may avail itself of the facilitis of 
the new school, whose general subjects will 
cover advertising production, the meclianics 
of advertising, retail display, and retail 
radio use. The only prerequisite for «active 
participation is that each city must set up 
a committee consisting of (1) a newspaper, 
(2) a department store, and (3) a radio 
station. When such a committee has been 
established and has sent in its written ap- 
plication, together with check to cover ex- 
penses, the full school program will be for- 
warded, on or about the first of September, 

The exact cost in each case will be de- 
termined by the size of the city, ranging 
from $50 for cities up to 50,000 population to 
$200 for cities over 150,000. 

The school course will be presented in a 
single book, divided into sections and sup- 
plemented by blowups. School instructors 
will be recruited by the committee in charge 
and will include a newspaper composing 
room man, an advertising manager and a 
display manager from the participating de- 
partment store, and a radio representative. 
Each instructor will receive a complete port- 
folio which covers the teaching end in com- 
plete detail. The section devoted to display 
is intended to deal with four points: (a) 
better understanding of display problems; 
(b) how small stores can get better displays; 
(c) interior displays, and (d) importance oi 
display manufacturers. 

Full details concerning the school can be 
obtained from the N. R. D. G. A,, at Il 
West 3lst street, New York City. 





Southern Group Picks Chairmen 
For Educational Group 

At a recent meeting in Shreveport, La. 
of officers and directors the Southern 
Display Association, two men were selected 
as co-chairmen of an educational committee 
which will plan the S. D. A. convention to 
be held in Houston at an unannounced date 
The men for the co-chairmanship 
are John Sorenson, Battlestein’s, and E¢ 
ward Rose, Foley Brothers, both of Houston 


of 


chosen 





Chicago Display Club 
Holds Meeting 

A meeting of the Chicago Display Club 
was held on May 3 at the Hotel Sherman 
The session was under the direction of the 
educational committee and had for its sub- 
ject: “Merchandise Selection and Care.” 





Stensgaard Returns 
From Western Trip 

W. L. Stensgaard, president of the Chi 
cago and New York firm of that name, has 
returned from an extensive Western tf! 
during which time he spent two wecks # 
California. 
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Congressman Pays Tribute 
To Four Freedoms" Displays 


Martin J. Kennedy, New York, paid tribute 
to the part of display—and particularly the 
“Four Freedoms’’ displays sponsored by 
the Saturday Evening Post—in war-time. 
Eliminating a few hundred preliminary 
words of typical congressional oratory, the 
following is excerpted from his speech on 
“Poetry Goes to War” in the Congressional 
Rece rd.) 

This month an event unprecedented in the 
history of American poetry and American 
propaganda took place. A book of poems, 
The Unconquerables: Salutes to the Undy- 
ing Spirit of the Nazi-Occupied Countries, 
by Joseph Auslander, was used by the 
Treasury Department in collaboration with 
the O. W. I. and the Saturday Evening Post, 


the spearhead for the Fourth War Loan. 


week directly preceding the opening of the 
Fourth War Loan drive was named Tribute 
to the Unconquerables: Prelude to the 
Fourth War Loan. During this week 280 
of our largest department stores all over 
the country carried extensive and exciting 
‘window displays consisting of huge posters 


orful material—flags of the various peoples 
represented, national costumes, war trophies, 
and messages from the ambassadors of oc- 
cupied Europe. Moreover, the entire month 
of January was designated as “Unconquer- 
ables Month,” during which War bonds were 
against the invaders. 

over the top,” we feel that The Unconquer- 
first Nazi boot smashed his ivory tower to 
smithereens, the poet found it his inescap- 
of our confidence in victory over oppression 


the power of the word. 
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Schneider Mopping ‘Em Up 
In The Pacific 


King Schneider, formerly display manager | 


lor L. L. Berger Company, Buffalo, is a cor- 
poral in the Fifth Amphibious Corps, now 


foaming the Pacific. A recent letter to Ar- | 


mold Abrams, The Adler-Jones Company, 
Chicago, says he longs for news of display 
and letters would be appreciated. He should 
be addressed, Cpl. King Schneider, Prov. 
signal Company, Service Bn., Transient 
enter, Fifth Amphibious Corps, Care Fleet 
Post Office, San Francisco, Calif. 





ew Display Head 

or Armstrong's 

J. W. Bowie, formerly with the Dayton 
Lompany, Minneapolis, and the Washington 
‘ores, Chicago, has accepted the position 
i display manager at Armstrong Clothing 
ompany, Cedar Rapids, Iowa. He replaces 
. A. Fitzsimmons, who has taken a posi- 
lon in Pensacola, Fla. 


intlditnitinin neninsssiteas 
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(Fditor’s note: Speaking before the | 
House of Representatives on February 24, | 


The second week of January, that is, the | 


bearing these poems, along with other col- | 


to be purchased in the name of this or that | 
land whose spirit is still unconquerable | 


Now that the Fourth War Loan has “gone | 
ables has given tangible evidence of the | 
usefulness of poetry in wartime. When the | 
able duty to make battle songs to stir the | 
hearts of men. This newest affirmation and | 


is only an example of what can be done by | 
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Yessir, chalk up another hit for Display Sign 
Center with this unique and practical display. 
Write your own message . . . swish with a 
damp cloth and presto! . . . chalk up another. 
Made with a special slate paint this magic 
unit will prove its worth over and over again. 
The figures are in 8 brilliant colors, the 
blackboard in 4. All pieces are die-cut and 
processed on sturdy cardboard. Figures are 
affixed to the background with a box easel 
and stand away from the blackboard. The dis- 
play itself has an easel attached to the back. 


MAJESTIC DIMENSIONAL DISPLAYS 


For Back-to-School 
(AVAILABLE IN TWO SIZES) 


BLACKBOARD I1"x14" BLACKBOARD 22x28" 


ee 


Figures in Proportion Figures in Proportion 
SET OF FOUR EACH 
$400 $925 

(SOLD IN SETS ONLY) (SOLD INDIVIDUALLY) 


Display Sign Center ine. 


35 EAST 20th ST.. NEW YORK 3, N. Y. 






Majestic Displays Are Sold Through Authorized Jobbers! 


the most 
we or . BACK- 
OSTERS and 


Visit Us 
during 
NEW YORK DISPLAY 
MARKET WEEK 
JUNE 26-30 


ED 
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NO. 2,329,006 


US. PAT. 







“MIRACLE 
FORM” 


For Dresses, Coats, Suit Coats. 
Size 14 only. 


@ Fits on any stands. 

@ Beautiful skin color. 

@ Full form all around. 

@ Papier mache 
struction. 

@ Weighs only 21% lbs. 

@ Shows garment to 
perfection. 


$5.50 
Net, f.o.b. Chicago 


Write for 
Free Circulars 


con- 


MANNEQUINS . . . DISPLAY FIXTURES . . . SHOW CASES 
The FIXTURE MART, Inc. 


314 W. JACKSON BLVD., CHICAGO 64, ILL. 
Production Limited; Orders Filled in Order Received 


DEARBORN 6780 








sf “weet 


June 





DISPLAY MEN 


You are cordially invited to make your 


headquarters at the 


EVE BRUESER STUDIOS, INC. 


38TH STREET 
NEW YORK CITY 


DISPLAY MARKET WEEK 
26-30, 


1944 








Latest Style WIGS 


ALL TYPES—FOR MANNEQUINS 


Also Complete Line of Wiggers Supplies 


AT POPULAR PRICES 
ARRANJAYS WIG CO., New Yorn city 


Telephone Chelsea 3-8341 











THAYER & CHANDLER AIRBRUSH 


¢ 


taal 


R ¢ CHANDLER 


O10 W.VAN BUREN ST... CHICAGO, ILL 








PEBBLE-TEX 


For copy cards, scrolls and cut-outs 


Six Sun Glow Colors and White 


Exclusive Distributor 


W. C. HURLOCK 


$105 Taylor Ave. Drexel Hill, Pa. 
SAMPLES ON REQUEST 











USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$3.00 Per Column Inch — CASH WITH ORDER 
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GOTHAM 
GOSSIP 


By "TELLOU" 


The ever gracious Miss Dot Willianis, of 
Jas. B. Williams, Inc., recalls that among 
recent visitors were L. Mans, of B. Forman 
Company, Rochester, N. Y., and George Rit- 
ter, who formerly did interior display for 
Ed. Schuster & Co., Milwaukee, and is now 
the new display manager of the same firm. 
His first visit to the New York market was 
mostly spent in getting acquainted. Let's 
wish him lots of luck in his new undertak- 
ing. I am also informed that Eddie Wus- 
sow, formerly with Schuster’s, is now in an 
executive display position with Sears, Roe- 


buck & Co., Chicago. Luck to you, too, 
Eddie. Ralph Adler, of Jas. B. Williams, 
Inc., is recovering nicely from his recent 


illness. Miss Williams tells me that under 
the able direction of Miss Eleanor Le Maire 
they are redecorating their new showroom 
for New York Market week which takes 
place June 26-30. A cocktail party has 
been arranged at their studios for June 27, 
at. 5° =p. m. 

Cecilia Staples, Staples-Smith, is going 
to the West coast soon to transact business 
with the cinema industry. Recent visits 
to her studios were made by Miss Edna 
Anderson, of Kerr’s, Oklahoma City, Roy 
Requa, of Litt Brothers, Philadelphia, Bill 
Wyatt, of Hahn Shoes, Washington, Alex 
Surasky, of The Hub, Baltimore, Lee Court, 
of Wm. Filene’s Sons, Boston, and Miss 
Moss of Gimbel’s, Philadelphia. 

Fred E. Schmeld, of L. J. Charrot Com- 
pany, lists the following as visitors within 
the past few weeks: Stanley Thompson of 
Sibley, Lindsay & Curr Company, Roches- 
ter; Harvey Maxwell of the Kansas City 
firm of the same name, here on an extended 
buying trip for fall and Christmas; I. K. 
Diehm, Braunstein’s, Wilmington; Miss 0. 
Paul, of Marshall Field & Co., Chicago; 
A. W. Malet, Luckey Platt Company, Pough- 


keepsie, N. Y.; Jerry Sorenson, Shepard 
Stores, Providence; Frank Senior, of New 
York Lace Stores, Pawtucket, R. IL; H. 


Martin, of Halle Brothers, Cleveland; John 
Housewood, of Adam Meldrum & Ander- 
son, Buffalo; Fred Wells, Hager & Brothers, 
Lancaster, Pa.; John Bouleware, Miller & 
Rhoades Company, Richmond; Edward A 
Munch, Crosby & Hill Company, Wilming- 
ton; Kenneth Burnham, of Rich’s, Atlanta; 
Mr. Neusteter of Neusteter’s, Denver; Bruce 
Alexander, of E. W. Edwards Company, 
Rochester, and Jimmy Hughes, of E. W 
Edwards Company, Buffalo. 

Nat Siegel and Milton M. Goldstein, 0 
Nat Siegel Company, inform me that they 
were recently visited by Alex Demey, 0! 
Roos Brothers, San Francisco; Herb Petch 
of Printz Company, Youngstown, Ohio; Don 
Hurley, of O'Neill & Co., Baltimore; Phi 
Beckman, of The Peerless Company, Troy; 
N. Y.; Jack Green, of The Peerless Com- 
pany, Pawtucket, R. I.; R. Uhler, o: R. H. 
Muir Co., East Orange, N. J.; John Scott, 
of Swern & Co., Trenton; Mr. Van Hise, 
of Yard’s, Trenton; Arthur Gray, Lans- 
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For Floori d Many Display U 
ALLIGATOR LETHOR is a new and efficient war-time floor- 
ing and versatile display material. I+ is washable, sun-proof, 
heavy, strong, flexible. This coated fibre material has a 
deep alligator finish. 54'' wide. Reasonably priced. 
2 * 
Attractive Popular Display Colors 
Now available in white, eggshell, light green, yellow, pink 
and light blue. In preparation: tan, rust, orange, burgundy, 
royal blue, red and emerald green. 
WRITE FOR SAMPLES DIRECT 
ON aie A OR THROUGH YOUR LOCAL JOBBER 
FLASH! 
a 
We hove o large soet ot ch James A. Cole Company 
quality standard 3 ft. by 6 ft. 
Grass Mats on hand for immedi- 235 FOURTH AVE. NEW YORK CITY 3 
ate delivery at $3.75 each, net. 
burgh’s, Washington; Tom Seifert, of Mc- | * * 
Kelvey’s, Youngstown; Gus Arthur, of / 5 
Strain Brothers, Great Falls, Mont.; Ralph , or 
Laucks, Raleigh Haberdashers, Washington ; h 7) y our Co » 
Miss Sue Treillei, of D. G. Mills Company, S 0 WITH a 
Lansing, and A. Mead, Rice’s, Norfolk. 
Among recent visitors to Bliss Displays P52-AMERICAN FLAG DESIGN REYTRI 
were Mr. Winter, of David's, Albany; Miss , Ccoeeperpemeeerrret TETTETYTTTTPTITETTT TT TPIT TTTT TUE 
Harriet Raymond, Celanese Corporation of Hail Hl 
America; C. Pollack, R. M. MacDonald and i } HiT 
Mr. Baxendale, of E. I. du Pont de Nemours | f 
& Co., Wilmington and New York; Miss | 
Schuler, of LaSalle & Koch, Toledo; Miss | 
Anna Coplan and Mr. Cooney, of the Scran- | cae 
ton Dry Goods Company, Scranton. 
J. Sabin, of Victor Haida Displays, lists | 
the following: E. C. Kimball, Auerbach | 
Company, Salt Lake City; Eric Nordine, of | 
Lindner Coy, Cleveland, and Lazlo Gabor, | 
of Kaufmann’s, Pittsburgh. | 
To the displaymen who plan to attend 
the New York Market Week in June, a | | 
hearty welcome and a successful visit. I'll | 
be seeing you then. 
| 
We invite DISPLAY WORLD read- 
ers to make frequent use of the 
Service Bureau for information on re- i, 
sources for all types of display mate- Wil PUPPAEUIITLievessuereanived ea 
tial and equipment from air brushes SIZE: 40 IN. WIDE, THREE FULL FLAGS TO ROLL 
to zebras (stuffed), or for general con- EACH FLAG IN THIS CONTINUOUS ROLL MEASURES 23x36 re ee 
. : EFFECTIVE PANELS MAY BE CUT FROM THE ROLL IF DESIRED. ILLIA 
eg on Gisplay probleme. | RED, DEEP BLUE AND LIGHT BLUE ON WHITE......... PER ROLL $2.25 
ae ee oe ees THE REYBURN MFG. CO., INC., PHILADELPHIA, PA. 
monte. SHOWROOMS: NEW YORK AND CHICAGO. BUY FROM YOUR WHOLESALER. 
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Mr. Schmidt. . . 
Goes To Town 


By STANLEY JONES 


This is how the "breathing displays’ used by Lord & Taylor for Christmas 
last year, as described elsewhere in this issue, started the author on a 
search for the man who animated the figures . . . and what he found. This 
article will appear in briefer form in an early issue of Magazine Digest. 


AST Christmas, as we passed Lord & 
§ Taylor's Fifth avenue store, a small 

boy screamed: “Lookit, momma, she’s 
breedin’ !” 

We wormed our way through the crowd. 
Sehind the glass, sure enough, an elderly 
woman lay in bed—breathing. In, out, in, 
out, just like the gym teacher says. 

Above her, framed in a sort of cotton 
cloud, was the object of her pleasant dreams 

a soldier son. The whole thing was fright- 
eningly lifelike. 

Fascinated by this new tendency in the 
plastic arts, we mushed our way through the 
snows to Jersey City, and Mr. Leopold 
Schmidt. Mr. Schmidt, a spry and ruddy 
gentleman of 70, proved to be no Johnny- 
come-lately in the field of animated manne- 
quins. 

“There’s nothing new about ’em,” he told 
us. “I made one for Blomingdale’s twenty- 
one years ago. And my father made ’em 
for the old Eden Musee. He made most of 
the wax tableaux in the old Eden.” 

Mr. Schmidt said his father was a sculp- 


tor, and that he had followed in his foot- 
steps. 

“My first portrait bust was of Jesus 
Christ,” Mr. Schmidt recalled. “I followed 


him up with the president of the Standard 
Oil Company.” In the cellar, Mr. Schmidt 
showed them to us, sitting on top of a dusty 
rolltop desk. A later work, President Frank- 
lin Roosevelt, had somehow edged in be- 
tween them. 

“T sent the president the original,’ Mr. 
Schmidt said. “Here’s his letter thanking 
I had it framed.” The letter, we saw, 
was a sort of pleasant acknowledgment, 
signed by one of the president’s secretaries. 

Just to starboard of this imposing group 
stood the head of a knowing youth, equipped 
with a Sinatra forelock and a ball-bearing 
leer. “He’s a soda jerk we used for a 
group of women in Marshall Field’s win- 
dows,” remarked Mr. Schmidt. “He stood 
behind a bar, shaking up cocktails for these 
women, who certainly didn’t have any work 
to do. Why, they had me make one of ’em 
with her hands clasped behind her head, 
facing the street.” Mr. Schmidt illustrated 
gravely with a modest rendition of the 
bumps. 

We asked Mr. Schmidt what kind of work 


me. 


he most enjoyed. “I like museum work,’ 
he said, touching off another cigar. “I did 
one of Washington, and Betsy Ross figuring 
out the design for Old Glory. And another 
of Franklin, Jefferson, and John Adams 
looking at the Declaration of Independ- 
ence.’ Mr. Schmidt showed us photographs 
of these, and marvelously lifelike they were. 

He also did a replica of Leonardo da 


Vinci’s “Last Supper.” Mr. Schmidt’s ver- 
sion is now in a show at Old Orchard 
Beach, Maine. This is Mr. Schmidt's pet 


project. He has enlarged colored photo- 
graphs of each disciple, which he showed 
us—calling each by name. 

“This one here is Judas,” he told us. “I 
didn’t much like his looks, but I couldn't 
leave him out.” Holding up the picture of 
the group, Mr. Schmidt commented, “Here 
he is, with these other two trying to get him 
to go along with them. But he is saying, 
‘No. I am not having any of that, thank 
you.’ Notice how he keeps a tight hold on 
that bag of silver?” 

Another figure for which 
great affection is ensconsed at the 
Museum of Science and Industry. The pho- 
tograph shows a fine model of a barefooted 
pioneer woman holding onto a_shepherd’s 
staff like grim death. 

“It has my daughter’s face, my wife’s 
And those bare feet are modeled 

brother-in-law’s! That old girl 

Schmidt in her than she’ll ever 
Mr. Schmidt works with a staff of 
five, four of them members of his family, 
while a son-in-law helps out with the mold- 
ing of the figures. 


Mr. Schmidt 


feels 


hands. 
after my 
more 
know !” 


has 


We turned the conversation back to the 
breathing mother — one of four breathing 
subjects in the Lord & Taylor display. Could 
we see how the mechanism worked? Mr. 
Schmidt led us to the cellar, where sections 
of grisly bodies were stacked in piles like 
cordwood. 

“Here she is,’ said Mr. Schmidt, a touch 
of paternal pride warming his voice. 

Before us, on a small stand, stood the 
headless, unclad torso of a woman—on the 
youngish side, if memory does not fail us. 
On her front (we know no other way to de- 
scribe this delicate matter) a fearful scar 
formed a rectangle. It ran across her col- 
lar bones, down each side, and formed the 
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base across uer lower abdomen. Bisecting 
this anatomical rectangle was a horizontal 


line. “Want to see her work?” inquired \r, 
Schmidt brightly. We nodded, a little over- 
come. 


He crept behind the model, turned sovjie- 
thing on. There was a low, menacing whirr, 
an asthmatic cough or two. Then, be/ore 
my eyes, the upper section of the front rose 
slowly and majestically. Upward and out- 
ward it moved. We stepped back, fearing 
a shower of cogwheels and broken wax, 
Sut just as her chest was registering an 
expansion of 5 inches, something ticked— 
and down she went. We watched this sweet 
similitude of life for some time, then went 
around behind to inspect the works. 

To hear him tell it, animating breathing 
figures is child’s play to Mr. Schmidt. “It's 
just a small motor, here, to push the chest 
out,” he explained. “And when it gets out, 
these springs here haul her in again. The 
only trouble with store stuff is the tempera- 


ture. Some stores have big, hot lights in 
the windows. I recall one such store. The 
model was lying on a mattress. But, by 


golly, she started to melt—scared a lot of 
onlookers near to death. Of course, I al- 
ways cut the models’ backs out, so’s the 
motor heat won’t start ’em running a fever.” 

We couldn't imagine any lesser person 
than Superman, with the aid of Westing- 
house and the Mayo Clinic, surmounting 
such anatomical and mechanical difficulties. 
But Mr. Schmidt laughed indulgently. 

“Of course,” he conceded, “it’s also bad 
if it gets too cold, for then the head cracks 
right across the top of the nose, and the 
eyes jump out. That’s why we reinforce 
the inside of the heads, behind the eyes, 
with a heavy blob of wax. Even so, any 
real cold snap will bring out the eyes— 
unless the room temperature evens it up 
Feller was transporting a load of these 
things way up in New Hampshire. You 
know how sharp it gets up there in winter 
And when he opened the back doors of his 
truck, the run of glass eyes near knocked 
him off his feet!” 

Mr. Schmidt builds his models in the light 
and exceedingly airy second floor of a barn- 
like building in his back yard. 

He led us up the stairs, which ended in 
a huge, cold room which struck us as a 
greatly enlarged version of Bluebeard’s 
closet. Arms, legs and torsos lay in shock- 
ing promiscuity on the shelves, which ran 
from floor to ceiling. Other shelves run- 
ning around the room held imposing heads 

We instantly recognized Mr. Roosevelt, 
smiling cheerily at nothing. Right next, 
just as you see them in the news reels, 
was Mr. Churchill. “Lots of people tell 
me he doesn’t look right without that cigar,’ 
commented Mr. Schmidt. “But I don’t think 
it’s dignified.” 

One whole long shelf was taken up by the 
presidents of the U. S. Among them was 
the head of a benign, elderly woman, whose 
gray locks fell to her shoulders. She looked 
sort of peaked, flanked by the  brick-red 
of Theodore Roosevelt and William 
Howard Taft. “Who’s that old girl?” we 
asked Mr. Schmidt. “Barbara Freitchie‘ 
“No,” he replied, “that’s Benjamin Frank- 
lin. I haven't got around to putting the 
color on his face.” 

Mr. Schmidt says that it requires endless 


— 


faces 
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research to find out what shade of complex- 
jon a president had, and what color eyes. 
“Say you want to know what color com- | 
plexion Millard Fillmore had, and what | 
shade eyes. Do you think you can find that 
sort of intimate information in the encyclo- 


pedia? Not on your life! You've got to | 
dig it up—and sometimes the digging-up | 
takes more time than the construction of 
the head itself. I use the Smithsonian In- 
stitute a lot — they’re very obliging. And 
historical societies. Every now and then | 
the information pops out of the strangest 


places. For instance, I had moved heaven 
and earth to discover what color eyes old 
President Polk had—and what do you think? 
| heard it, just like that, over the radio on 





one of those quiz programs! Now you 

tell me, who but Leopold Schmidt would 
care about Polk’s eyes?” | 
Sauntering across the studio to admire 
| 


the glossy and abundant coiffeur of General 
MacArthur, 
less by a blow alongside the head. 
grunted Mr. Schmidt, “I been intending 
to hang those legs and arms higher up. 
They're always knocking me down.” Fear- 
fully raising my eyes, I saw, for the first 
time, myriad arms and legs (many of them 
rather well turned, we thought) hanging 
from the ceiling by cords. 


we were almost knocked sense- 


“Huh,” 


“T use ’em all the time,’ chuckled Mr. 
Schmidt. 3ut if I pile ’em up, they get 
busted. Have to do something about them, 


though. One of them stretched its string 
once, and like to floored my daughter for 
the count.” 

At a respectful creep, we made our way 
across the room. We stroked General Mac- 
Arthur’s downy locks, which looked as if 
they had grown right out of his head, hair 
by hair. “How about this hair business ?” 
we asked. 

“Ah, that takes time, young man,” smiled 
Mr. Schmidt, conferring an honorary title 
upon us. “Each and every hair is put in 
by hand. That goes for eyebrows and eye- 
lashes, It's done with a kind of needle. 
You hook the single hair up, stick it into 
the head, then pull out the needle. And 
you have to be careful to slant it, just like 
the hair grows in the scalp.” We asked 
who had the hair concession. 

“My wife and daughters are bearcats on 
hair,” Mr. Schmidt beamed. “Mrs. Schmidt 
is quite a critjc, as what wife isn’t? But 
when she sits down to hair up a head, I feel 
confident, supremely confident.” 

We gathered that Mr. Schmidt looks back 
upon the old days with a certain wistful- 
ness. 





too. 


He recalled with especial happiness a me- 
chanical Santa Claus which he made for 
some store. “Now that feller, he moved 
both arms and his head. With one hand 
he pointed at the crowd of kids outside 
the window, and looked right at ’em. Then 
alter a moment, he’d drop that hand, look 
at a piece of paper on his desk, and make- 
believe write down a name with the other 
hand. That took some doing. You should 
have seen those kids, fightin’ to get right 
In the spot to which he was pointing.” 

MW iat does this latest work of Mr. 
Schmidt portend for the future? We phoned 
several executives in New York stores. 
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Silk screen processed in nine 


beautiful colors. Deckled edge panel 36 in. 
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e DIAMOND DUST 
e SILVER FLITTER 

e CRYSTAL BEADS 
e GLASS TINSEL 


Glass Tinsel 


Blue, Green, 
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Red and Black 


, Prices and samples furnished upon request 
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New York, N. Y. 
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IN YOUR DISPLAYS 


... CRYSTAL BEADS ... 
... DIAMOND DUST... 
... GLASS TINSEL... 


It's the added accent on color that helps give your displays an 
extra attraction value and sales appeal. The Glass Tinsels 
available in Silver, Gold, Red, Blue, Green and Black can be 


applied to any surface and make it come alive with color and 


Diamond Dust and Beads when sprinkled over any 


color, reflect the color and give it sparkling depth and 
brilliance. 


Write for 
COLOR CHART and prices 


EDWARD C. BALLOU CO. 


6 VARICK STREET NEW YORK 13, N. Y. 
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and HANSEN 2:0 TACKERS 


WHEN thousands of display men stepped out of their windows and into uniform, 
Hansen Tackers went into war service. And like those former display men, these 
units are now serving the war effort—in army, navy, production, ordnance, and ship- 
ping. And once again these display men step back into their windows, Hansen 
Tackers will be with them—saving them steps, time, materials, effort. 


A.L.HANSEN MFG.CO. 


504! RAVENSWOOD AVE., CHICAGO 40.1LL. 
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NEW YORK DISPLAY 
[Continued from page 9] 


vegetables, held a selection of complemen- 
tary accessories. Garden rakes and brovwms 
leaning against the red wall were painted 
white—also chosen for the inscription, “!he 
Garden Shop” applied against the red back- 
wall. 

At Lord & Taylor’s, Display Director 
Henry Callahan in a highly entertaining 
manner presented the children’s floor with a 
series of vignettes founded on actual hap- 
penings in the department and translated in 
display form, as seen at the lower right, 
page 8. The card copy in each scene read: 
“Daily Except Sunday—if you don’t believe 
it—come in and see for yourself.” The sub- 
title of the accompanying illustration add- 
ing, “care and feeding of the Young.” In 
depicting these scenes, display props were in 
harmony with the actual layout of the chil- 
dren's floor. The milk bar, a permanent 
setting designed for the children, is dupli- 
cated in this display, including the mural on 
the backwall. Simulated milk cans uphol- 
stered with dark blue leather tops serve as 
stools. However, as is obvious, the chil- 
dren have been supplanted by their elders 
who like the refreshing pause offered by the 
milk bar. The type figures are all done in 
papier mache. The adjoining windows de- 
picted the little boy who peeks through the 
curtains of the fitting room where a junior- 
age in slip is preening before a mirror in 
a new sailor hat; in another, the small 
girl is embracing the child mannequin. 

Continuing in the cartoon-like manner for 
the presentation of men’s wear, Lord & Tay- 
lor used a whimsical method to display 
men’s shoes. The “bubble” explains the en- 
tire idea. To elucidate, the hostess at the 
tea table says “Isn't this silly! Wouldn't 
you think he'd like to walk on the ground 
in those new Lord & Taylor shoes.” 

“Lovely New Look” described the effect 
of the pirouette peplum of the modeled 
gowns in a Namm display, and could also 
characterize the new frames recently in- 
stalled by Display Director S. A. Rosenberg 
in a series for the Brooklyn store. (Not 
illustrated.) These deep frames are finished 
in decorative marbleized paper, choosing 4a 
rich green-black tone. A gardenia in en 
larged size is painted on the light backwall 
serving in this instance as “picture” for 
the frame. The gardenia motif tied in witl 
the flowers worn at the waist line by the 
mannequin. Accessories are grouped on the 
bleached wood chair in the foreground. 

Winston Jones, who directs interior dis 
play for Franklin Simon, New York City 
has worked out a way of attracting atten- 
tion to corset displays in that department, 
with no merchandise being involved. The 
shadowbox display cases in the corset sec- 
tion have been cut down in size to focus 
attention on plaster torsos only 18 inches in 
height. Corsets and brassieres are painted 
on the miniature figures, after which they 
are glazed until they resemble porcelain 

It is pointed out that this method clim- 
inates the former custom of showing two 
actual corsets in each case, and the torsos 
can be done over by the store’s display de- 
partment to keep in line with changing 


seasons. 
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MR. SCHMIDT GOES TO TOWN 


[Continued from page 79] 

Said Mr. William Howard, vice-president 
of R. H. Macy & Co.: “I’m afraid that these 
models don’t move quite fast enough for us. 
We turn over our windows so frequently 
that we might just be getting the things 
working properly—right temperatures, lights, 
etc.—when another department would come 
swarming in. The poor things wouldn’t even 
have time to draw a good breath.” 

Said an executive from another store: 
“Oh, those? I doubt that we'll use them 

. yet. Too much trouble, you know. And 
it's very hard to display style merchandise 
to the best advantage on figures in a reclin- 
ing position.” We pointed out that Mr. 
Schmidt’s darlings could be employed sit- 
ting up, or even standing. But it was evi- 
dent that we had failed to fire the gentle- 
man’s’ imagination. 

A third man, representing an important 
establishment, was obviously made of pio- 
neer stock. He told us this: “I firmly be- 
lieve that the time will come when we'll all 
use animated models. Once they get them so 
they can walk gracefully—and not bang into 
one another—they should be wonderful for 
displaying all sides of a garment. When 
that time arrives, we hope to be the first 
to adopt them.” 

As for us, we would commission Mr. 
Schmidt to start on a fully-animated model 
at once. How satisfying it would be to 
watch whole windows of the pretty crea- 
tures at their work! The ladies posturing 
in their ensembles, artfully placing one tiny 
foot directly before the other, in the studied 
languor of the present flesh-and-blood ve- 
hicles. And we should be unbidden guests 
at the store window dansants, with Maureen 
and Janice the blushing objects of the leer- 
ing gentlemen who model the season’s din- 
ner jackets. 

New devices to save labor or beautify us 
all would be easy as pie to so competent 
and untiring a group. Throat sprays and 
hearing aids could be demonstrated, with 
spectacular voice effects. Vitamins could 
work their magic’ within the space of min- 
utes, for all to witness. And what more 
elegant wielders of new vacuums or carpet 
sweepers could a merchant’s heart desire? 

We broached the subject of fully animated 
models to Mr. Schmidt, but he was not 
optimistic. 

“T understand that a Swiss fellow made 
one, several years ago,” he said. “I got all 
steamed up when [| heard that, and went to 
work. Made one that walked, too. But 
the thing kind of gave me the creeps— 
stamping around the room. By gosh, you 
don’t realize how many different movements 
there are to a step, but there’s plenty! And 
the machinery for walking models is awfully 
heavy, and makes them top-heavy. At least, 
mine was. Hands, heads, arms, eyes, and 
breathing are a cinch. But walkers just 
arent for me—at least not now. Someone 
ought to establish a foundation for all such 
developments. Perhaps the Swiss have one 
already.” 

Mr. Schmidt estimates that he has made 
models and portrait figures for more store 
winlows than the average person will ever 
see, 

Yct this is only one facet of the many- 
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An Exceptional New Line of 


PLASTER DISPLAYERS 


will be on exhibition during 


NEW YORK DISPLAY MARKET WEEK 


Hotel Pennsylvania, June 26-30 


MODERN DISPLAYS 


AL BLITZ 
1212 G STREET, N. W. WASHINGTON 5, D. C. 














Short-Cut to Effective Display 


EATON "VELVETY”* 
GRASS MATS 


eWith Eaton Mats on hand you need 
never be stumped for a fresh, appeal- 
ing display idea. These velvety smooth 
mats, with their rich green color, can 








be used with practically all types of 
merchandise. Easy to handle and re- 
usable many times. Fire-proofing and 
mildew-proofing mean long. service- 
ability; power dyeing insures lasting 
brilliance. Order today from your 
display jobber. 


*Trade-Mark Registered U. S. Patent Office 


EATON BROTHERS CORP. 





HAMBURG, NEW YORK 








Top Grade Sales Representative 
Wants an Additional Line 


Just relieved of war work and now returning to sales work. Is looking 
for an additional worthwhile line of displays, signs, or advertising 
material to be sold to large national advertisers in Wisconsin, Mich- 
igan and Minnesota. 


Well known in territory. Maintains his own office, in good health 
and financially responsible. 


Write ““W. M.“ 
Care DISPLAY WORLD, Cincinnati 
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Original and Exclusive 


Display Papers 


The growing demand for our creations by displaymen every- 
where has prompted us to open new showrooms and to enlarge 


our production facilities. 


In addition to our popular RICHTONE, ZEBRA and STRIPE 
lines, we will show new numbers in the usual wide range of colors, 
including new Christmas designs, many of them with interesting 


tinsel effects. 


Visit our Showrooms 
during 
NEW YORK DISPLAY 
MARKET WEEK—June 26-30 


DINGLEMAN COMPANY 


112 W. 42d $T. 


Visit us at 
Hotel Morrison during 


CHICAGO DISPLAY 
MARKET WEEK—June 21-24 


NEW YORK CITY 











NEW YORK 


DISPLAY MARKET 
WEEK 


JUNE 26-30 


Showing Advance Lines 
of Fall and Christmas 
Display Decorations 


MEET ME AT 
HAMBERGER’S 


Decorative Flowers and 
Display Novelties 


115 West 3Ist St. New York City 














Old Posters For Display 


1880-1900 American, Curious, 
men’s fashions, women’s fashions, accessories, 
bathing suits, hats, circus—what do you want? 
Over 5,000 to choose from. 


NORLYST ART GALLERY 
59 West 56th Street New York 19, N. Y. 


European. gay 











TOMORROW'S ANIMATIONS 


War-born skills and stand- 
ards of precision will go 
into your displays when 
restrictions are lifted 
and you can again use 


GEARED MOTORS & TURNTABLES 


MERKLE-KORFF GEAR CO. 


211 N. MORGAN ST.CHICAGO,7, ILL. 


OUR SPECIAL REFINISHING SERVICE 


consists of a complete overhauling of the manikin, 
including repairing of all breaks and cracks; 
over-all spraying in a choice of flesh tones: new 
makeup styled to your individual requirements; 
and the crowning glory of a modern coiffure 
created in soft-textured combed horsehair. 


VADISONIA MANIKIN REFINISHING 


795 BROADWAY @ NEW YORK CITY 
GRamercy 5-9117 































Write for Prices and Free Copy 
of “10 Tips on Manikin Care” 












yAIR BRUSH 
CATALOG 


“THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 
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sided Schmidt genius. For example, \'r, 
Schmidt decided that he’d like to learn to 
fly—at the age of 61. He did, too. Piled up 
forty solo hours before Pearl Harbor. 

It will not surprise you, by this time 
to learn that Mr. Schmidt is also more t! 


somewhat of an inventor. He confided that 
he had recently patented an improved ma- 
rine propellor, and something else for the 
government. We made so bold as to ask 
what this something else might be. But Mr, 
Schmidt, while polite, was strictly on the 


negative side. 

Harking back to Lord & Taylor's win- 
dows, which brought us up breathless 
Mr. Schmidt's door, the creator of the 
“breedin’ woman” is unduly modest. “Mr, 
Henry Callahan, of Lord & Taylor’s,” he 
stated firmly, “was responsible for the whole 
idea of that display. My part began and 
ended with the breathing. And after all, 
that wasn’t so much.” 

We differ. We think that any window 
display which can draw steady crowds of 
New Yorkers—packed from window to gut- 
ter all day long—is a lot. Quite a lot. 





Container Situation 
To Remain Tight 


The shortage of shipping containers, a se- 
rious problem among display materials pro- 
ducers, seems liable to continue indefinitely 
and may even become worse. Container 
board now is to be had only on the basis 
of preference ratings issued by the War 
Production Board, and a new directive pro- 
vides that container board manufacturers 
must fill all orders for military shipments 
before they can fill other orders. 

The shortage of lumber is another head- 
ache for the display industry and it likewise 
shows no signs of easing. As a matter of 
fact, the Lumber and Lumber Products 
Division of the WPB has announced flatly 
that manpower and equipment shortages 
make it unlikely that production will be 
sufficient to meet the 1944 goal of 34,000,000,- 
000 board feet. 





Wilkins Puts Canteen 
In Pizitz Window 
A double 


window at Pizitz, Bir- 
mingham, was recently converted into an 
actual canteen where’ servicemen were 
served free doughnuts, soft drinks, and cof- 
fee. L. L. Wilkins, display manager, did 
the window in South Pacific fashion, and a 
door was cut in the plate glass to provide 
an entrance directly from the street. 

Wilkins, incidentally, was recently named 
winner of first prize in a display contest 
conducted by Simplicity patterns in conjunc- 
tion with Sew-and-Save week. 


corner 





Prize Contest Announced 
By Display Equipment 

Syd Messer, Display Equipment Corpora- 
tion, 147 West 37th street, New York City, 
announces that his company will hold 4 
display prize contest at the firm’s show- 
rooms during New York Display Market 
week. Details are to be released later 





ational Window Display Contest 
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WOODGRAIN 


Natural WOODGRAIN designs repro- 

duced in exact photographic detail by 

the new scientific photogravure method 

W-302—Prima Vera Mahogany 

W -303—Dark Mahogany 

Other WOODGRAINS available: 
W-300—Birch Bark; W-30!—Knotty Pine; W-304—Silver 
Bird's Eye Maple; W-305—Natural Bird's Eye Maple 

Rolls 52" Wide x 25' Long 


Write for ''Woodgrain'" Brochure and Your 
Copy of ‘Display Folio Summer 1944" 


VISIT OUR SHOWROOMS DISPLAY MARKET WEEK 
CHICAGO: (June 21-22-23) NEW YORK CITY: (June 26-30) 
Room 601, Hotel Morrison 295 Madison Avenue 


BULKLEY, DUNTON & CO. 


Display Papers Division 
NEW YORK (17), 295 Madison Avenue 
CHICAGO (16), 2635 S. Wabash Avenue 
LOS ANGELES (13), Cotton Exchange Bldg. 


FOR BETTER MERCHANDISE PRESENTATION 
DROP IN TO SEE US DURING Rese c0ill 


OF DISPLAY INDUSTRIES 


CHICAGO MARKET WEEK ) 


Member 


| 





JUNE 21-22-23 


PROGRESSIVE MERCHANDISE 
PRESENTATION 


REFLECTOR-HARDWARE CORPORATION 


GEN. OFFICES & FACTORY: WESTERN AVENUE AT 22nd PLACE, CHICAGO 


? 
if 
METAL MERCHANDISING EQUIPMENT 
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Qpenerreenmes sco 
WOVEN-WOOD 


BACKGROUNDS 











These flexible lightweight screens are 
ideal for window display backgrounds 
and have become very popular. Many 
arrangements are possible with these 
adaptable units, producing many attrac- 
tive effects. 

Standard colors: Natural or Walnut. 
3 feet to 10 feet high, 7 feet wide. Only 
30 cents per square foot. For example, 
a 5x7-foot panel costs only $10.50. Also 
available in beautiful lacquered finishes 
at slightly higher prices. 


We also carry a complete line 

of tropical bamboo products 

such as Poles, Screens, Novel- 
ties and Matting. 


ROPILRAFT 


535 Sutter St., San Francisco 2, Calif. 








ELECTRIC 
TURNTABLES 


% 1 9 -50 
Net 
F.O.B. Buffalo 
Complete, including 16" Steel Turntable 


Specifications: 3 RPM; 110 V., AC; 
Height, 51/4”; Weight, 14 Lbs. 
Carries 150-200 Lb. Load. 


PRE-WAR CONSTRUCTION 
PRE-WAR PRICE 





























Guaranteed | Year—No More for 
the Duration—Quantity Limited 
Subject Prior Sale 


CAPLEN 
JEWELRY DISPLAY 
70-76 E. Eagle St. Buffalo 3, N. Y. 








USE THE 


OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 


POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$3.00 Per Column Inch — CASH WITH ORDER 
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—This display is a good example of how a number of firms are using "ready-made" display 


materials for war-effort windows at a minimum of time and expense. 


The posters, the three 


figures, the wheelbarrow and basket of over-size vegetables all play up the Victory garden 


theme. 


Harpo Marx Writes Jingles 
For Window Display 


Glenn Bishop, Publishing Com- 
pany, Chicago, seeing a crowd 
around a window display in New York City 
not long ago, absorbed in a group of jingles 
allegedly written by Harpo Marx and used 
in connection with a patriotic display. The 
and don’t be too criti- 
rhyme: 


Bishop 
reports 


quips are as follows 

cal of the meter or 

The Russian steam-roller 
Won't relax at Pinsk 

Even though Adolph’s intuition 
Continues to stinsk. 


There's no hope of relaxing 
For guerilla Czechs 
Whose passion is gnashin’ 


At Nazi bull necks. 


There's no relaxation 
For underground Danes 
Who give the Nazis 
Homicidal shooting pains. 


There's no relaxation 
For despicable Quisling 
As the Aryan new order 
Is rapidly fizzling. 


There's no relaxation 

At hell-ridden New Guinea 
As Tojo’s fat navy 

Gets even more skinny. 


There’s no relaxing 
O’er Heil Hitler Berlin 
Where the vaunted New Order 
Begins to curl in. 


Our bombers relax not 
Their hell over Munich 


The display is by G. Beach, Union Pacific Railroad Company, Omaha— 











The sooner to make 
The Master Race eunuch. 


There's no relaxing 
In underground Brussels 
Where dead Nazi supermen 
Flex no big muscles. 


Of relaxing in China 
There is a ten-year dearth 
While the Sons of Heaven 
Fertilize the ‘good earth. 





THINK THIS OVER 
[Continued from page 32] 


ing five sales a day. Thirty-eight spot dis- 
plays were installed throughout the store 
and the total sales in five days were over 
4,000. Facts again! ... A new name in 
the South—Harvey’s—and behind this name 
is a fine display director, Del Le Sage. He 
recently entertained Morris Goldberg, of 
Schack’s, showing him the many interesting 
local such as the home of Andrew 
Jackson and the powder plant run by the 
Du Ponts during the Civil War at Ashland 
City. The entire operation is still intact, 
run entirely by waterpower. Del also re- 
ports that he showed Morris some new flow- 
ers, which is a feat in itself because Morris 
knows most of them. ... Frank Mann goes 
from Street's, Tulsa, to Berkson’s, Kansas 
City... My visit to Cincinnati this time 
took me for the first time to the offices and 
plant of DISPLAY WORLD where I met 
all the fine people who are responsible tor 
this magazine. It was a treat to me, and 
from now on this column has more than 
printed words—it has visions of some fine 
printers and fine linotype personalities that 
by their touch make even a bunch of lead 
mean more to the readers. It is no wonder 


this column always reads better in print! 


spots, 





FIGHT BY HIS SIDE! — Enter the FIFTH WAR LOAN National Window Display Contest 
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Lectures And Demonstrations 
Continue For Milwaukee Club 

[wo interesting features were presented 
at the April meeting of the Milwaukee Dis- 
play Club. A lecture and demonstration on 
display lighting, both window and interior, 
made up a presentation by Charles M. 
Laupp, Wisconsin Electric Power Company. 
His talk was especially comprehensive be- 
cause of the miniature windows he had ar- 
ranged, each equipped with different light- 
ing facilities. During his talk he demon- 
strated the effectiveness of certain types 
of lighting on various objects and fabrics. 
A question and answer session followed. 

Milton Werner, Stuart’s, spoke on the co- 
ordination of fashion accessories. Three 
model windows were set up with a manne- 
quin and a unit of interchangeable accesso- 
ries in each. Werner demonstrated the 
possibilities of accessories with basic cos- 
tumes, the right and wrong assembly of 
colors, interesting and unusual color com- 
binations, and the effectiveness of accessory 
units in fashion windows. 
Prizes Announced 
In Locke Contest 

Prizes consisting of a $50 War Bond for 
first place and one tor $25 for second have 
been awarded to the winners of the display 
contest conducted by Dr. M. W. Locke Shoe 
Company. In the division for cities over 
500,000 population, first place was won by 
Lee W. Court, Wm. Filene’s Sons Company, 
Boston; second went to Stone Shoe Com- 
pany, Cleveland. Fred Wassall, Walker 
Brothers, Wichita, won first awafd in the 
section for cities from 100,000 to 500,000, 
with Amluxen’s, Kansas City, Mo., placing 
second. In the smaller city division, first 
went to K. D. McGannon, Abraham’s, Dav- 
enport, Iowa. 


Munford Promoted 
At Thalhimers 


For many years in charge of display for 
Thalhimers, Richmond, William T. Munford 
has been named publicity director for the 
store. He will continue to direct display 
in addition to his new duties, but the de- 
partment will be under the active manage- 
ment of H. Kephart, Munford’s former 
assistant. 


Two From Bonwit Teller 
Leave For Service 

Two members of the Bonwit Teller dis- 
play staff recently left the New York firm 
for war duties. Georgina Whyte, secretary 
to Edward Ballenger, display director, will 
see overseas duty with the Red Cross, and 
Sol Katz is in service with the navy. Katz's 
successor has not vet been named; he was 
with the store for about five years, and with 
the White Plains branch since it opened. 


Lauck Heads Display 
For Salle Ann Shops 

Fdwin H. Lauck recently resigned his 
Position in the advertising department of 
American Fixture & Manufacturing Com- 
pany, St. Louis, and has joined Salle Ann 
Shops, Inc., of the same city, as promotion 
dir ‘tor. 
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89 W. 3RD. ST. ny 12 NY.C. AL. 4-6078 


HANGERS for the MODERN STORE 


All-Metal 
Skirt Hangers 








Plastic 
Garment Hangers 


a) 





Cr 


poem ie! 5 
at 





IN ALL COLORS 


Name Your Color—We Have It 


ADJUSTABLE CLIPS 
‘it Any Size Skirt 

your requirements 
for these practical skirt hangers. 


all-metal and rust-proof. 
justable clips will fit any size skirt and 


cellulose acetate, have non-slip notch to pa. 
, The sturdy ad- 
prevent garment falling from hanger, and 
come in a wide range of colors. 


order yours now. Order an ample supply 


IMMEDIATE DELIVERY 


NATIONAL HANGER COMPANY, INC. 


EIGHTH AVENUE 
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OPPORTUNITY EXCHANG 








DISPLAY POSITION DISPLAY ASSISTANT 
WANTED Creative department of —— retail 
shoe organization has excellent oppor- 


With High-Grade Men’s Shop 
By expert displayman and cardwriter 
having thorough understanding of han- 
dling fine merchandise, backgrounds, etc. 
24 years’ successtul experience. Wish 
permanent connection with establishment 
whose policies are sound and progressive. 
Will consider ladies’ specialty shop. 


Address “R. I.” 


Care DISPLAY WORLD 


tunity for now and postwar period. Plan 
window and show case setups, produc- 
tion, etc. Draft-exempt young man pre- 
ferred. Excellent working conditions, 
practically no night work. Free hospitali- 
zation, paid vacations. Write giving 
qualifications, salary expected. 


THE SCHOLL MFG. CO., Inc. 


213 W. Schiller St., Chicago 10, II. 














DISPLAY DESIGNER 


We want a top-flight artist-designer who 
is an old hand at the special display and 
exhibit business. One with ideas and ex- 
perience to head creative department and 
help us with plans for postwar expansion. 
We offer a steady position with a good 
future to the right man. Write stating 
experience, qualifications, age, salary, etc. 


Address “‘C. A.” 


Care DISPLAY WORLD 


Display Manager, Women’s 
Apparel—$5,000 to $7,500 


Large popular-priced apparel store in 
large city near New York requires thor- 
oughly experienced display executive. 
Knowledge of merchandise draping, mod- 
ern techniques in display and lighting 
essential. Submit complete experience 
record. Confidential. 


Address “BOX S. T.” 


Care DISPLAY WORLD 











DISPLAYMAN 
ADVERTISING 


and show-card writer. Thoroughly expe- 
rienced department store man of proven 
South, Southwest. Position must 
Salary, $100 weekly. 


Address “‘R. B.”’ 
DISPLAY WORLD 


ability. 


be permanent. 


Care 


PLYWOOD FOR SALE 


We are pleased indeed to offer the display field 
a large, well-assorted stock of surplus non 
priority aircraft plywood at surprisingly rea- 
sonable prices. Thicknesses range from 1/32” 
to 1/4”: panel sizes from 24” x 48” x 96”; ma 
hogany, walnut, birch, gum, fir, poplar. We 
also carry non-priority veneer and commercial 
plywood suitable for crating. Orders for half 
a panel or a thousand will be filled promptly 
Write immediately for price list and specifica 
tions 


Carmen-Bronson Co. 
160 East Fourth St., Mount Vernon, N. Y. 











WINDOW DISPLAY ADVERTISING 
MANAGER 


With sales promotion experience. Highly spe 

cialized—25 years’ successful record Draft ex 

empt. Now employed. Only permanent postwar 

position with progressive store considered. 
Address “M. L.” 


Care DISPLAY WORLD 


CORRESPONDENCE INSTRUCTION—In Win- 
dow Display, Advertising and Card Writing. 
In continuous operation for nearly 40 years with 
over 20,000 graduates in nearly every country in 
the world. New graphic instruction and new 


short courses now available at special prices. 
Write for catalog. THE KOESTER SCHOOL, 
300 W. Adams St., Chicago, IIl. 








Home Study 
“LESSONS IN WINDOW DISPLAY” 


A low priced. practical and up-to-date course 
covering all phases of the subject. Of value to 
the experienced trimmer as well as the begin- 
ner. Over 500 pages with 1,000 sketches to show 
you how. Write for circulars. 


WILL H. BATES, Box 101, Ellsworth, Ill. 


WANTED FOR CALIFORNIA 


Wooden or other fixtures—an experienced fac 
tory agent for high-class window display needs 
with over 1,000 feet own sample room offers his 
services to manufacturers of high-class products. 
Address “D. W.” 
Care DISPLAY WORLD 
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Garrison-Wagner Modernizes 
Sales and Display Rooms 


Formal opening of newly modernized a 
decorated display and sales rooms of Gar 
son-Wagner Company, St. Louis, was ce 
brated April 18 with a cocktail party a: d 
buffet supper for more than 200 displayn 
and women, including members of the 
Guild, their wives ard 
friends, and members of the Ladies’ A 
iliary of the Guild. 

The Pan-American theme holds 
the new decorative scheme. The modernized 
displays include sixteen complete wind 
settings ranging in size up to 20 by 8 fe 


Louis Display 


sway 


In addition there are numerous shadowbox«s 
for effective smaller settings. 

Two new lines of mannequins have been 
added by Garrison-Wagner, “Mannequins of 
and a new line by the L. A, 
Darling Company, including children’s man- 


Tomorrow” 


nequins. 

The general offices, adjoining the display 
the eighth floor, have been re- 
decorated and modernized to harmonize with 


Walls are 


rooms on 


the new 
in pale ivory. 

Planning and construction of the new dis- 
play settings was under the direction of 
Henry L. Braun, display consultant. I. T. 
Vierheller, manager of the display depart- 
ment, was in charge of arrangements for the 
opening. 


display settings. done 


The Chicago offices at 20 East Congress 
street also have been newly decorated and 
modernized within the past few weeks in 
preparation for the Market week planned 
by the National Association of Display In- 
June 21-24. J. A. McMillan is 


manager of the Chicago office. 


dustries, 








WANTED 


Experienced window trimmer and _ cardwriter. 
One with original ideas, capable of making own 


backgrounds. Will consider assistant window 
trimmer. Must be draft exempt. Permanent 
position. Write or call in person. 


PALAIS ROYAL 
Lafayette, Ind. 








Window Trimmer Wanted 


Needed at once, displayman for popular- 
price department store. Good salary. 
Permanent position. Excellent opportun- 
ity for advancement. All applications 
confidential. Apply to 


Young’s Dept. Store 
Mattoon, III. 








Fixtures and Fabrics for JEWELERS— 
Experienced sales agent well introduced 
with the leading jewelers in California 
wishes to ad an interesting line. 
Address “W. A.” 
Care DISPLAY WORLD 








WANTED—FExperienced fashion and complete 
home furnishings window trimmer and _ card 
writer. One with original ideas, capable of mak 
ing own backgrounds. Must be draft exempt. 
Permanent position. Splendid working condi- 
tions. Write or call in person. State experi 
ence and salary expected. 


THE BLATCHFORD CO., Altoona, Pa. 














ADVERTISING—HOME STUDY—The Adver- 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common _ school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
1315 Michigan Ave., Dept. 2666 Chicago 











POSITION WANTED 
Displayman; good at backgrounds. Have had 30 
years’ experience in small dept. store. Can sell 
in any dept. Desire to locate in Eastern of 
Southern state with small dept. store or assist 
ant in larger store. Above draft age. 

Address “G. B.” 
Care DISPLAY WORLD 











FIGHT BY HIS SIDE! —Enter the FIFTH WAR LOAN National Window Display Contest 
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New Window To Help Solve 
Problem Of Frosting? 

The frosting-up of display windows, a 
problem which has irritated and perplexed 
displaymen and store owners in most parts 
of this continent for than anyone 
cares to remember, may be on the way out 
Perhaps not right away, but the evidence is 
that new developments in the field 
will sooner or later result in the elimination 
of frosted-up glass for all time. 
Libbey-Owens-Ford Company 


longer 


glass 


Glass 


has | 


iust concluded demonstrations of “Thermo- | 


pane,” a multiple transparent 


insulating | 


glass window which is said to reduce heat | 


losses in the average home by as much as | 


30 per cent. An “air-conditioned glass 
sandwich,” the product contains a dehy- 
drated air space which is_ hermetically 


sealed between two panes of glass by a 
special metal-to-glass bond. This acts as an 
insulating barrier against the dissemination 
of heat. 

The president of the company, John D. 
Biggers, predicts revolutionary changes and 
improvements in postwar architecture as a 
result of the new development. Whether or 
not the material is applicable to display 
windows remains to be seen, but “Thermo- 
pane” remains as the most recent indication 
that the frosted window during winter will 
eventually disappear. 





"Fight By His Side,” 
Says Fifth War Loan Poster 

An official “Retailers for Victory” poster, 
in seven colors, has been issued by the Sales 
Promotion Division of the National Retail 
Dry Goods Association for use in connec- 
tion with the Fifth War Loan drive, which 
will be launched on June 12 and continues 
to July 8. 

Under the caption, “Fight by his side, buy 
War Bonds,” appear four figures represent- 
ing the farmer, the retailer, the housewife 
and the war plant worker. Each is holding 
outa War Bond, in a gesture of full sup- 
port for the soldier crouched in 
them in combat action. 

The poster is now available at N. R. D. 
G. A.’s Sales Promotion Division, 101 West 
3lst street, New York City. 





Increased Facilities 
For National Sawdust 
The display department of National Saw- 


dust Company, Inc., 69 North Sixth street, | 
Brooklyn, recently doubled its floor space in | 
rder to meet increasing demands for wood 


front of 


flakes, chips, shredded fibres, stones, and the | 


like, in which the company has specialized 
lor several years. National Sawdust has 


just released a new brochure showing the | 
line in colors, and copies are available on | 


request. 
Detroit Position 
For Del Roth 


At one time with the display department 





1 Shillito’s, Cincinnati, and more recently | 
assistant display manager for Elder & John- | 
ston Company, Dayton, Del Roth has ac- | 


epted a position with Sears, Roebuck & Co., 


a display head for the firm’s Hyde Park, | 


Vetroit, store. 


| 
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Specializing in 


FEATURE ATTRACTIONS 


for spectacular 


DISPLAY PROMOTIONS 


We cordially invite you to visit our studios 
during New York Display Market Week, June 26-30 


x * * 


MESSMORE « pamon, inc. 


400 W. 27th St. 


New York City | 














CLAY COATED 


SHOWCARD BOARDS 


F.D. GOODLANDER 





13 0 DG ae Be | WABASH, IND. 











For Victory 
Buy U. S. War 
STAMPS and BONDS 











145 to 151 
W. 18th St. 
New York 
Manufacturers 


of 
Wood Letters 








WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 


314 N. Eutaw St. Baltimore, Md. 











FIGHT BY HIS SIDE! —Enter the FIFTH WAR LOAN National Window Display Contest 
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Display 
World 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
er obligation. This service includes an analysis 
of any display problem. 


Cj Air Brushes 

() Airpainting Equipment 
() Animated Signs 

C) Artificial Flowers 

() Artificial Snow 

() Backgrounds 

(] Background Colors 

() Background Coverings 
(] Brushes and Pens 

(] Card & Mat Board 

() Cardwriters’ Materials 
{j Color Lighting 

[] Crepe Papers 

() Composition Pieces 

[] Cut-out Letters 

[] Cutting Machines 

{] Decorative Papers 

() Decalcomania 





Display Letters 
Display Racks 
Drawing Boards 

Dye, Rug and Carpet 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 

Flags and Banners 
Foils 

Glass Specialties 
Grass Mats 

Hosiery & Shoe Forms 
| Invisible Glass 
Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 
Mannequins 
Mouldings 


OOOOoOoOooOoOoOooooooo0c 


) Motion Displays 

[) Motion Mechanisms 

(J Natural Foliage 

() Pageants & Exhibits 

() Paper Sculpture Displays 

L) Plaques (Window) 

() Papier Mache Specialties 

] Photographic Blowups 

Plastics 
Price Cards—Tickets 

[) Price Ticket Holders 

{} Sale Banners 

C) Socks—Window 

C) Show Cards 

[] Show Card Colors 

CL) Show Cases 

LJ Show Case Lighting 

[] Signs—Card Holders 

() Signs—Brass—Bronze 

() Signs—Electric 

[] Sleeve Forms 

C) Stencil Outfits 

[] Store Designing 

() Store Fronts 

) Tackers 

L) Time Switches 

() Turntables 

) Valances 

C) Wall Board 

C) Wigs 

(J Window Lighting 
(1) Do you wish a copy of their catalogue? 
(} Do you plan to remodel your store soon? 
() Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 


Se @Qe ee ee SS SS SS eS See ee eee eee Se 
Firm 

Display Manager 
Street 

City.... 
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MAY, 1919 


An unnamed league of women in New 
York City began a campaign to prohibit the 
display of lingerie “of any transparent ma- 
terial,” on the grounds that to do so was 
immoral and indecent. A reporter for Mer- 
chants Record and Show Window unwit- 
tingly provided a smile for twenty-five years 
later by writing this comment: “The dis- 
playman may despise . . . the woman’s lin- 
gerie closely bound around each ankle... 
but he is no reformer.” 

Sam Larkin took charge of display for 
The Hecht Company, Washington. He had 
been first assistant at Namm’s, Brooklyn— 
a post filled by O. C. MacLeod, who had 
just been mustered out of the army. 

Arthur Shrader, recently discharged from 
an army hospital, returned to the display 
staff of Best & Co. . . . Other mustered-out 
servicemen to return to New York display 
positions were: Harry Osmer, Sam Storm, 
and Tom McLaughlin, all with Wana- 
maker's. 

More than 100 delegates attended the sec- 
ond annual convention of the Kansas Asso- 
ciation of Display Men at Topeka. A. C. 
Dannenfeld, Stevenson’s, Salina, was elected 
president, succeeding Ray Whitnah, Crosby 
Brothers, Topeka. J. H. Everetts, Wichita, 
was named vice-president, and Leo Harris, 
Rorabaugh’s, also of Wichita, was elected 
secretary-treasurer. 

A. L. Bixby, formerly of Pittsburgh, joined 
Toeller-Grant Company, Battle Creek, Mich. 


MAY, 1934 

The Chicago Display Club met, with Carl 
Haecker, Montgomery, Ward & Co., as prin- 
cipal speaker. Also on the program was a 
competitive demonstration by three instal- 
lation men, and a farce demonstration of 
“How Not to Trim a Drug Store Window.” 

Max S. Berck, Frankel’s, Des Moines, as 
chairman of the program committee was 
planning for the Iowa-Nebraska display 
convention to be held in June. 

Charles F. Wendel, display director for 
The J. L. Hudson Company, Detroit, re- 
turned with Mrs. Wendel from an extended 
trip to France, Italy, Germany and England. 

The Display Men’s Club elected 
the following officers: president, John 
Waitt, Jas. W. Brine Company; vice-presi- 


Boston 


dent, Walter Kelly, Delano’s; treasurer, 
Samuel Branz, Filene’s. 

Thomas J. Siefert, display manager for 
G. M. McKelvey Company, Youngstown, 


Ohio, was made sales planning and promo- 
tion manager of the firm. 


Johnson Celebrates 
Silver Anniversary 

Twenty-five years with The Common- 
wealth-Edison Company, Chicago, were 
completed on May 1 by Robert O. Johnson, 
display manager. 





MAY, 
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Abacot Displays, 
Adler-Jones Co., 

Arranjay Wig Co. 
Arrow Decor. & Fixt. Co. 
Art Studios, Inc. 


Inc. 
The 


Ballou Co., Edw. C. 
Becker Sign Supply Co. 
Bishop Publishing Co. 
Bliss Display Corp. 
Botanical Decor. Supply Co. 
Brueser Studios, Inc., Eve 
Bulkley, Dunton & Co. 


Caplen Jewelry Display 
Carrata Mannequins 

Charrot Co., L. J. 

Chicago Cardboard Co. 
Chicago Display Market Week 
Cole Co., Jas. A. 

Cutler, Leon 


Darling Co., L. A. 
Dazian’s, Inc. 

Decorative Plant Co......... 
Dingleman Co. 

Displayland 

Display Equipment Corp... 
Display Mannequin 

Display Sign Center 


Eaton Bros. Corp. 
Empire Tinsel & Ballotini Co. 


Facil Fabrics Co. 
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FIGHT BY HIS SIDE! —Enter the FIFTH WAR LOAN National Window Display Contest 
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Lucite Displayers... 


to add a new and interesting note to your displays 


No. M-5 DISPLAYER 


With Lucite Ribbon, 4" high, with one 14" diam- 
eter Aquaplate Glass Top. Standing up height, 8". 
$9.10 each 
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We have a limited stock of these quality display units and 
con promise satisfactory delivery. Conditions, however, 
make it necessary to fill all orders in the order of their 
receipt. We, therefore, urge you not to hesitate in get- 
‘ing your share of these few remaining SCHEUER Lucite 
dsplayers. 
NEW YORK DISPLAY MARKET WEEK 
JUNE 26-30 


SCHEUER 


ART METAL MFG. CO. 


307 WEST 38th ST. 
NEW YORK CITY 





SCHEUER 
FIXTURES 
- PT 











No. M-6 DISPLAYER 
With Lucite Ribbons, 8" high, with one 12''x24" 


Aquaplate Glass Top. 
$16.95 each 


No. M-22 


THREE-TIER 
LUCITE BAG DISPLAYER 


13" high, 17" deep 
$7.30 each 


No. M-23 
TWO.TIER 
LUCITE BAG DISPLAYER 


9" high, 15" deep 
$5.50 each 


No. M-25 


LARGE 
LUCITE BAG EASEL 


$16.95 per dozen 


USE THIS ORDER BLANK 
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SCHEUER ART METAL MFG. CO. 
307 W. 38th St., New York City. 


Please ship the following units: 


Store 


Address 


Ordered by 
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QUANTITY STYLE No. 





JUNE 
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ABACOT DISPLAYS, INC. 
18 east 16th street 
ALADDIN FABRIC CO. 
hotel pennsylvania 
AMERICAN FIXTURE & MFG. CO. 
hotel pennsylvania 
BLISS DISPLAY CORP. 
460 west 34th street 
BULKLEY DUNTON & CO. 
295 madison avenue 
THE L. J. CHARROT COMPANY, INC. 
36-38 west 37th street 
COY-DISBROW & CO., INC. 
686 greenwich street 
L. A. DARLING CO. 
47 west 34th street 
DAZIAN’S, INC. 
142 west 44th street 
DECORATIVE PLANT CO. 
9th avenve aot 27th street 
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THE DISPLAY EQUIPMENT CORP. 
147 west 37th street 
GARDNER DISPLAYS 
hotel pennsylvania 
EARL W. GASTHOFF COMPANY 
hotel pennsylvania 
THE GRENEKER CORPORATION 
250 west 54th street 
VICTOR HAIDA DISPLAYS, INC. 
149 west 24th street 
A. LUTZ 
3 west I8th street 
MAHARAM FABRIC CORP. 
130 west 46th street 
MESSMORE & DAMON, INC. 
400 west 27th street 
P. C. MILEO 
7 west 36th street 
RIP STUDIO 
15 east 22nd street 
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26-30 


under direction of national association of display industries 





ROYAL PAPER CORP. 
210 IIth avenue 
SCHEUER ART METAL MFG. CO. 
307 west 38th street 
SHERMAN PAPER PRODUCTS CORP. 
hotel pennsylvania 
NAT SIEGEL 
39 west 37th street 
STAPLES-SMITH 
222 east 46th street 
W. L. STENSGAARD & ASSOCIATES, INC. 
hotel pennsylvania 
TIMBERTONE DECORATIVE CO., INC. 
15 west 24th street 
JAS. B. WILLIAMS, INC. 
498 seventh avenue 
SUE WILLIAMS STUDIO 
89 west 3rd street 
W. M. ZEPPEN-FIELD STUDIOS 


hotel pennsylvania 
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